Mose  Williams  Jr. 
Columbia,  SC 


April  29,1995 


US  Army  Recruiting  Battalion 
ATTN:  COL  Brown 
Columbia  Recruiting  Battalion 


I am  a meter  reader  with  Bermex,  an  independent  contractor  for  the  South 
Carolina  Electric  & Gas  (SCE&G)  Company.  The  reason  for  me  contacting  you  is 
because  of  an  incident  that  occurred  on  27  April  1 995  involving  US  Army  First 
Sergeant  Harold  Blount  of  the  Columbia  Recruiting  Battalion. 

■ According  to  a 91 1 representative  on  duty,  my  wife  logged  in  a call  at  8:51 
p.m.  that  evening'to  report  an  emergency.  She  was  faced  with  a life  threatening 
situation  when  our  two-year-old-son,  D.J.,  without  her  knowing,  swallowed  a 
piece  of  candy,  a jaw  breaker,  that  obstructed  his  airway  and  resulted  in  him 
choking  and  grasping  for  air. 

My  wife,  Liane,  attempted  to  remove  the  object  by  hitting  him  in  the  back  but 
the  attempt  was  unsuccessful.  She  dialed  91 1 , but  hung  up  the  telephone  before 
anyone  on  the  other  end  could  respond  because  she  feared  that  the  emergency 
unit  would  take  too  long  to  arrive  on  the  scene.  She  went  next  door  to  ask  for 
help.  First  Sergeant  Blount  was  home  at  that  time,  and  he  immediately 
responded  to  my  wife’s  cry  for  help. 

First,  he  calmed  D.J.  enough  to  perform  what  the  military  call  the  abdominal 
thrust.  During  that  time,  a 91 1 representative  called  back  to  confirm  the  emergen- 
cy and  to  dispatch  an  emergency  unit  to  the  scene,  but  the  actions  that  First  Ser- 
geant Blount  took  resulted  in  dislodging  the  candy  and  clearing  our  son’s  airway, 
which  saved  his  life. 

We  are  very,  very  thankful  for  First  Sergeant  Blount’s  immediate  response, 
quick  thinking,  and  training  that  resulted  in  saving  the  life  our  two-year-old-son, 
Davon  Jerrard  Williams. 

Sincerely, 

Mose  Williams  Jr. 
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CG’s  Feedback 


From  my  foxhole  . . . 

Success  2000 


It’s  been  nine 
months  since  we  insti- 
tuted the  business 
process  changes 
called  “Success  2000,” 
and  I owe  you  some 
feedback  on  how  it’s 
going.  Is  it  working? 

Are  we  on  the  right 
track?  Are  there  any 
changes  coming? 

Let  me  give  you  the 
bottom  line  up  front. 

Success  2000  has  proven  itself  to  be  a winner. 
I’ve  been  on  the  road  almost  constantly  visiting 
recruiting  stations  in  virtually  every  major 
market  area  in  the  country,  and  I like  what  I 
see.  More  and  more  stations  are  making  Mis- 
sion Box,  and  they  are  making  it  earlier  in  the 
RSM.  In  fact,  the  number  of  successful  stations 
(and,  thus,  successful  recruiters)  has  increased 
every  month  since  January.  We’ve  had  several 
companies  with  all  stations  Mission  Box,  and 
two  battalions  have  come  within  three  or  four 
stations  of  being  100  percent  Mission  Box! 

That’s  not  luck.  That’s  not  a ‘Letter”  market. 
Rather,  that’s  teamwork,  a winning  attitude, 
positive  leadership,  and  a focused,  disciplined 
work  ethic.  That’s  what  I see  from  my  foxhole. 

Yes,  Success  2000  works  and  it  works  great 
when  its  principles  are  understood  and  fully  em- 
braced by  the  recruiters  and  their  leaders.  As  I 
see  it,  the  difference  between  a high  performing 
station  and  one  that  is  only  “going  through  the 
motions”  is  the  degree  to  which  the  players 
have  bought  into  the  principle  of  teamwork. 
When  everybody  works  toward  a common  goal 


— a mission  — the  effect  is  synergistic.  That  is, 
the  team,  collectively,  is  more  effective  than  the 
sum  of  its  individual  players.  So  what’s  new? 

It’s  always  been  that  way. 

For  those  of  you  who  were  in  the  trenches 
when  we  kicked  off  Success  2000,  you  haven’t 
seen  much  change  in  the  implementing  policies 
and  procedures.  In  fact,  there  have  been  only 
minor  “tweaks”  to  fine-tune  the  system  as  a 
whole.  I’ve  been  listening  to  the  recruiters,  sta- 
tion commanders,  and  other  leaders,  and  they 
say  we’ve  got  it  about  right.  My  own  assess- 
ment of  production  data,  IG  reports,  and  qual- 
ity of  life  indicators  reinforces  what  the  field  is 
telling  me  — we  have  a winner  in  Success  2000. 

While  we  will  stay  the  course  with  Success 
2000  for  the  near  term,  I expect  changes  to 
occur  as  we  continue  to  reengineer  ourselves  for 
the  21st  century.  Nothing  is  permanent  in  this 
business,  nor  should  it  be.  Those  who  fear 
change  or  are  unwilling  to  adapt  to  meet  future 
challenges  are  doomed  to  fail.  We  will  not  fail 
because  we  have  a recruiting  force  that  is 
smart,  adaptable,  and  likes  to  win.  The 
challenge  is  for  the  leadership  to  show  them  the 
way  to  succeed. 

Let  me  give  you  the 
bottom  line  up  front. . . . 

I like  what  I see. 


MG  Simpson 
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News  Briefs 


FORCE  XXI 
- Recruit 

Just  about  everybody  has 
heard  of  FORCE  XXI  by  now. 
Most  also  know  that  the  Army 
has  a Force  XXI  Campaign 
Plan  that  includes  three  axes: 
“Joint  Venture”  Operating 
Army  (TOE),  Institutional 
Army  (TDA),  and  Digitization 
of  the  Army  (ADO). 

Personnel  working  these 
axes  are  to  look  at  “top-to-bot- 
tom  reform,”  the  reengineer- 
ing of  processes  and  redesign 
of  organizations,  all  with  the 
intent  of  improving  efficiency 
and  effectiveness.  The  rede- 
sign efforts  are  also  to  con- 
form to  the  National  Per- 
formance Review  principles  — 
“unnecessary  layering  of  func- 
tions and  headquarters  will 
be  eliminated.” 

Few  people  know  that  “re- 
cruit” is  a function  under  the 
Institutional  Army  (TDA) 
axis.  The  function/process  is 
defined  as  “providing  quali- 
fied personnel  for  the  Army.” 
This  includes  all  identities  (of- 
ficer, warrant  officer,  enlisted, 
and  civilian)  and  all  compo- 
nents (Active,  Guard,  and  Re- 
serve). The  “product”  of  this 
function  is  “sustained  quali- 
fied personnel,  both  leader 
and  led,  in  required  numbers 
and  skills  both  in  peacetime 
and  in  crises  response,  under 
operational  conditions  includ- 
ing mobilization.” 

Functional  Area  Analyses 
(FAA)  will  be  conducted  on 
the  various  functions.  The 
FAA  product  will  be  a pro- 
posed organization  of  the  func- 
tion, redesigned  to  support 


FORCE  XXI.  The  proponent 
for  FAA  Recruit  is  the  Deputy 
Chief  of  Staff  for  Personnel 
(DCSPER),  LTG  Stroup. 

Recruiting  Command  has 
an  obvious  interest  and  active 
part  in  all  this.  MG  Simpson 
and  his  staff  have  been  ac- 
tively involved  in  FORCE 
XXI,  and  are  presently  prepar- 
ing a briefing  for  the  DCSPER 
and  Vice  Chief  of  Staff  of  the 
Army  (VCSA)  on  some  ongo- 
ing USAREC  reengineering 
initiatives,  from  which  the 
FAA  process  will  go.  This 
briefing  is  scheduled  for  the 
end  of  August. 

The  Recruit  FAA  process 
began  in  June  and  go  through 
Nov.  15,  1995.  The  FAA  Re- 
cruit briefing  to  the  VCSA  is 
currently  scheduled  for  Dec. 

15,  1995.  A pair  of  recent  ar- 
rivals to  the  USAREC  team 
will  join  in  on  this  effort,  LTC 
Charles  J.  Hathaway  and 
MAJ  Steven  Sayer.  They 
would  appreciate  hearing  any 
and  all  suggestions/recommen- 
dations on  the  topic  and  is- 
sues. 

If  you  have  an  idea,  please 
share  it.  There  is  much  inter- 
est in  FORCE  XXI.  A cc:Mail 
bulletin  board  has  been 
opened  for  discussion.  The  bul- 
letin board,  named  FORCE 
XXI,  will  only  be  successful  if 
you  use  it.  This  is  an  opportu- 
nity to  surf  our  own  FORCE 
XXI  - Recruiting  net.  Grab 
the  “board”  and  dive  in! 

To  give  you  a push,  try  to 
answer  this  question:  If  you 
were  king  for  a day,  what 
would  you  do  to  change  what 
we  do,  or  how  would  you  reor- 
ganize USAREC?  We  know 
good  ideas  are  out  there  — 
let’s  talk. 


If  you  want  to  talk  straight 
to  one  of  us  (instead  of  using 
the  net  addressed  above),  the 
necessary  information  follows: 
LTC  Charles  J.  Hathaway: 
Phone  number  — 

(502)  626-0267  [DSN  536] 

cc:Mail  — Hathaway,  Charles 

(USAREC-RML) 

e-mail  — Hathawac  @ knox- 

emhl.army.mil 

MAJ  Steven  Sayer:  Phone 
number  — 

(502)  626-  0725  [DSN  536] 
cc  Mail  — Sayer,  Steven 
(USAREC-RML) 
e-mail  — Sayers  @ knox- 
emhl.army.mil 
(See  related  story  on  page  22.) 


New  RJ  phone 
numbers 

Advertising  and  Public 
Affairs  will  be  the  last  direc- 
torate to  move  into  the  new 
headquarters  buildings  at 
Fort  Knox.  The  address  for 
the  Recruiter  Journal 
remains  the  same: 
Commander 
US  Army  Recruiting 
Command 
ATTN:  RCAPA-PA 

(Recruiter  Journal) 
1307  3rd  Avenue 
Fort  Knox,  KY  40121-2726 

Our  phone  numbers,  how- 
ever, have  changed  (the  toll- 
free  number  remains 
800-223-3735,  but  our  exten- 
sions now  begin  with  6).  Our 
new  DSN  is  536. 

Kathleen  Welker(502)  626- 
0167; 

Pearl  Ingram,  (502)  626- 
0177; and 

Emilie  Howe  (502)  626-0176. 
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New  bookcovers 
mailed 

The  new  Army  bookcover 
was  mailed  to  recruiters  on 
June  28.  This  year’s  bookcover 
is  a revision  of  last  year’s  very 
popular  “Eagle”  bookcover. 

Each  recruiter  will  get  800 
bookcovers,  which  is  twice  last 
year’s  issue.  Also,  a package  of 
400  bookcovers  was  mailed  to 
each  brigade  and  battalion 
headquarters. 

If  you  have  any  questions 
about  the  bookcovers,  call  CPT 
Guy  Saults  at  1-800-223-3735, 
ext.  4-8749  (until  Aug.  13,  and 
ext.  6-0150  after  Aug.  13). 


Women’s  Equality 
Day  1995 

This  year  marks  the  75th 
anniversary  of  women’s  suf- 
frage in  the  United  States. 

On  Aug.  26,  1920,  the  19th 
Amendment  to  the  Constitu- 
tion was  ratified,  granting 
women  the  right  to  vote. 

August  26  has  been  there- 
fore set  aside  by  public  law  as 
Women’s  Equality  Day  to  com- 
memorate the  passage  of  the 
amendment. 


Story  ideas? 

If  you  want  to  see  a story  in 
the  RJ,  call  (502)  626-0167. 


Mrs.  Carol  Moll,  chief  of  HQ  USAREC’s  Budget  and  Programs 
Division  in  the  Resource  Management  and  Logistics  Directorate,  re- 
ceived the  Department  of  the  Army  Resource  Management  Annual 
Award  recently  from  MG  Kenneth  W.  Simpson.  Moll  was  selected 
for  the  award  based  on  leadership,  initiative,  ingenuity,  technical 
competency  and  related  professional  and  personal  achievements. 
(Photo  by  Greg  Calidonna,  Fort  Knox  TASC) 

Task  force  recommends  ways  to  im- 
prove military  quality  of  life 

They  traveled  throughout  the  United  States,  Europe,  and  Asia 
listening  to  thousands  of  service  members  and  their  families  gripe 
about  low  pay,  poor  housing,  and  inadequate  community  services. 
Now,  they  say,  it’s  time  for  action. 

The  Quality  of  Life  Task  Force,  chaired  by  former  Army  Secre- 
tary John  O.  Marsh  Jr.,  is  getting  ready  to  take  what  it  has 
learned  to  the  top.  The  panel  is  slated  to  present  a final  report  to 
Defense  Secretary  William  Perry  in  September.  Members  met  re- 
cently in  Washington  to  begin  wrapping  up  this  study. 

Panel  members  and  DoD  officials  are  debating  issues  related  to 
improving  quality  of  life.  For  example,  should  commanders  have 
the  authority  to  use  quality  of  life  funds  for  training  rather  than 
renovating  a barracks?  Should  there  be  a DoD  standard  for  bar- 
racks life  of  one  to  a room,  two  to  a room?  Does  group  living  in- 
crease unit  cohesion? 

Perry  set  up  the  panel  in  November  1994.  The  task  force  fo- 
cused on  three  areas:  housing,  personnel  tempo,  and  family/ 
community  services. 

Linda  Kozaryn,  American  Forces  Information  Service 
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Developing  a school  program 


hy  is  the  school  program  so  import- 
ant? The  purpose  of  all  prospecting  is 
to  deliver  the  Army  message  to  a specific 
segment  of  your  market.  Your  challenge 
then  is  to  identify,  locate,  and  contact  that 
specific  segment.  By  virtue  of  the  fact  that 
you  have  educational  institutions  within 
your  recruiting  area,  you  are  able  to  easily 
identify  and  locate  a large  segment  of  your 
market. 

An  effective  school  program  can  provide  you  with 
the  means  of  contacting  this  important  market.  In  addi- 
tion, the  school  program  must  be  considered  to  be  a re- 
curring recruiting  activity. 

Although  a solid  school  pro- 
gram will  result  in  enlist- 
ments, you  must 
consistently  perform  all  ac- 
tivities entailed  in  the  pro- 
gram. 

During  periods  when  you 
are  focusing  on  other  than 
senior  enlistments  you  must 

continue  to  work  the  school  ______________ 

program.  Failure  to  accom- 
plish this  requirement  will  result  in  reduced  visibility  in 
the  school  as  well  as  allowing  sister  services  to  gain  a 
foothold. 

Don’t  limit  your  school  program  merely  to  your 
high  schools.  Junior  or  community  colleges  contain  an 
excellent  source  of  high  school  graduate  leads.  These 
students,  for  whatever  reason,  have  chosen  not  to  im- 
mediately attend  a 4-year  college  or  university.  This  is 
often  because  of  financial  reasons,  making  them  prime 
prospects  for  the  Army’s  programs.  Colleges  and  uni- 
versities likewise  provide  an  excellent  pool  from  which 
to  recruit  OCS,  WOFT,  and  nursing  applicants.  Ail  of 
these  schools  have  one  main  thing  in  common;  they  are 
locations  where  specific  segments  of  your  market  can 
be  readily  located,  thus  they  are  vitally  important  ele- 
ments of  your  prospecting  efforts. 

It  is  also  essential  that  the  USAR  recruiter  be  in- 
volved in  the  school  program.  This  is  a team  effort  and 
it  helps  having  both  experts  available  to  answer  student 


It  is  essential  that 
the  USAR  recruiter 
be  involved  in  the 
school  program. 
This  is  a team  effort. 


and  faculty  questions. 

Before  you  can  expect  any  type  of  assistance  from 
school  officials  or  be  accepted  by  the  students,  you 
must  first  establish  rapport  and  credibility.  When 
you  walk  on  campus,  do  not  expect  the  administrators 
to  approach  you  and  immediately  start  referring  quali- 
fied applicants  to  you.  Likewise,  the  students  may  not 
initially  believe  or  trust  that  everything  you  have  to  say 
is  100  percent  accurate. 

You  will  have  to  work  hard  to  develop  and  maintain 
rapport  and  credibility  with  the  school  officials  and  stu- 
dents. The  students  and  staff  of  a school  may  have 
many  preconceived  beliefs  about  both  the  Army  and  its 
recruiters.  These  views  may  be  based  on  their  personal 

beliefs  and  past  experiences  or 

the  experiences  of  others,  either 
positive  or  negative. 

Rapport  and  credibility  are 
by-products  of  trust.  For  you  to 
enjoy  a positive  relationship 
with  the  school,  they  must  be 
convinced  that  you  can  be 
trusted.  They  must  know  that 
your  interest  in  their  students 
goes  beyond  simply  enlisting 
them;  they  must  believe  that 
your  interest  extends  to  a genuine  concern  for  their  fu- 
ture. This  sense  of  trust  will  take  time  to  develop  and 
will  be  based  on  your  actions  more  than  your  words. 

So,  where  do  you  begin?  First,  identify  the  people 
within  the  school  whose  assistance  you  will  require 
to  be  effective.  These  people  (i.e.,  principals,  counsel- 
ors, coaches,  teachers,  secretaries)  have  the  ability  to 
control  your  access  to  that  school  and  they  influence  its 
students.  Because  of  this,  you  should  direct  your  initial 
efforts  toward  developing  a relationship  with  them. 

Determine  the  level  of  assistance  these  people  have 
given  in  the  past  and  what  steps  were  taken  to  increase 
their  support.  This  can  be  learned  by  questioning  other 
recruiters  or  reviewing  past  records  that  pertain  to  that 
school.  Caution  must  be  used  to  avoid  letting  this  infor- 
mation prejudice  your  efforts.  The  fact  that  a school  has 
been  unreceptive  or  uncooperative  in  the  past  is  not  nec- 
essarily a signal  that  the  administration  is  opposed  to 
the  Army  as  a whole.  Rather,  it  may  be  a reflection  of 
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Pro  Talk 


the  relationship  that  existed  between  the  former  re- 
cruiter and  the  school  or  the  amount  of  effort  that  the 
recruiter  exerted  to  develop  an  effective  program. 

You  should  strive  to  establish  as  many  contacts  as 
possible  in  your  school.  Doing  so  reduces  the  chance  of 
your  program’s  effectiveness  being  limited  by  a single 
faculty  member.  For  example,  an  uncooperative  coun- 
selor may  not  represent  the  attitude  of  the  entire  school. 

Studies  have  shown  that 
veterans  are  more  likely  to 
begin  and  graduate  college 
than  students  just  out  of 
high  school.  This  is  true 
because  not  only  are  they 
generally  more  mature,  but 
they  are  normally  better 
prepared  financially. 


By  directing  your  efforts  towards  other  faculty  mem- 
bers (i.e.,  shop  teachers,  Junior  Reserve  Officers’  Train- 
ing Corps  or  Reserve  Officers’  Training  Corps 
instructors,  coaches,  etc.),  you  may  find  them  to  be 
more  receptive. 

You  may  want  to  share  any  special  skills  or  knowl- 
edge you  possess  that  could  be  of  value  to  them  (e.g., 
assist  coaching  any  of  their  sports  programs,  share  your 
overseas  experience).  These  teachers  or  coaches  might 
welcome  the  opportunity  for  their  students  to  learn 
from  your  knowledge  and  experience.  Additionally, 
some  of  the  faculty  could  be  members  of  local  USAR 
units  or  veterans  themselves.  The  fact  that  you  share 
this  common  association  with  them  can  assist  you  in  de- 
veloping a positive  relationship. 

Virtually  any  member  of  the  school  staff  can  be  of 
assistance  to  you.  Don’t  limit  yourself  to  just  one  or 
two  contacts.  The  school  faculty,  and  your  relationship 
with  them,  play  a large  part  in  determining  the  degree 
of  success  in  your  school  program.  When  combined 
with  constructive  planning,  their  assistance  can  be  in- 
valuable in  your  efforts  to  develop  an  effective  school 
program,  one  that  provides  results. 

The  officials  in  your  school  believe  they  have  an  im- 


portant job  to  accomplish,  educating  their  students  and 
preparing  them  for  the  future.  They  often  place  a signifi- 
cant amount  of  emphasis  on  the  importance  of  a college 
education.  Some  educators  may  believe  that  you  pose  a 
threat  to  their  students’  future  because  you  are  attempt- 
ing to  persuade  them  to  forego  or  postpone  their  educa- 
tion plans. 

Arrange  to  meet  with  these  people  at  a time  that  is 
convenient  for  both  of  you.  During  this  meeting  you 
should  stress  that  you  share  their  concern  for  their 
students’  future.  Emphasize  the  fact  that  the  Army  of- 
fers many  of  their  students  an  opportunity  they  might 
not  otherwise  have  to  pursue  their  education.  Explain  to 
them  that  an  Army  enlistment  can  better  prepare 
their  students  for  the  demands  of  college. 

Studies  have  shown  that  veterans  are  more  likely  to 
begin  and  graduate  college  than  students  just  out  of 
high  school.  This  is  true  because  not  only  are  they  gen- 
erally more  mature,  but  they  are  normally  better  pre- 
pared financially. 

Obviously,  not  all  students  go  on  to  college.  Educa- 
tors also  have  the  responsibility  of  advising  their  stu- 
dents of  opportunities  available  in  the  job  market.  This 
includes  explaining  any  special  training  or  experience 
necessary  to  qualify  for  these  jobs.  Many  technical  and 
specialized  skills  require  formal  training  and/or  experi- 
ence. The  Army  provides  an  excellent  source  from 
which  a person  can  receive  both. 

You  should  ensure  that  educators  are  aware  of 
the  Army’s  vocational  and  technical  training  pro- 
grams. Explain  to  them  how  these  opportunities  can 
benefit  their  students  by  providing  them  with  the  means 
to  acquire  the  skills  necessary  for  their  future.  When 
speaking  with  educators  about  skill  training  in  the 
Army  you  may  have  to  clear  up  misconceptions  they 
have  about  the  level  of  technology  currently  fielded  in 
the  Army.  Some  good  plus  points  to  help  establish  and 
maintain  credibility  are  having  lunch  with  your  DEPs 
in  the  cafeteria,  attending  the  graduation  ceremony, 
sending  flowers  to  secretaries  on  Secretaries  Day  and 
birthday  cards  on  their  birthdays,  and  so  on. 

A good  school  program  does  not  only  influence  se- 
niors to  enlist,  but  plants  a seed  of  Army  opportunities 
to  seniors  who  will  graduate.  As  the  graduate  pursues 
his/her  desired  direction  when  things  start  to  get  rough 
they  will  remember  those  opportunities. 


Comments  or  suggestions  for  future  articles? 
Contact  MSG  Green  at  1-800-223-3735,  ext.  6- 
0125. 
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A 

rainbow 
of  issues 


— Selling  psychology 
in  the  recruiting  culture 


by  Dr.  Mildred  L.  Culp 

Anyone  who  sells  a product  or 

service  knows  that  the  most  effective  way  to  sell 
is  to  know  the  customer.  Just  knowing  the  age, 
race,  or  gender  of  the  market  isn’t  enough. 
“Facts”  won’t  tell  you  everything.  Grasping  the 
mindset  of  your  market  positions  you  to  sell  well 
to  that  market  by  appealing  to  its  values  and 
aspirations.  Knowing  the  psychology  empowers 
you  to  know  how  to  interact  with  your  custom- 
ers and  diversify  your  market.  This  will  open 
you  to  greater  numbers  of  potential  recruits  as 
well  as  soldiers  with  a wider  range  of  back- 
grounds. Having  the  right  personality  for  a re- 
cruiter isn’t  enough.  You  have  to  have 
substance,  too. 

One  of  the  reasons  that  recruiting  in  the  Army 
continues  to  be  difficult  is  that  there  is  widespread 
misunderstanding  of  who  Generation  Xers  are.  Born 
between  1965  and  1976,  this  demographic  group  is 
also  called  Baby  Busters  and  the  Post  Baby  Boom 
Generation.  Most  national  research  covers  18-  to  24- 
year  olds,  the  group  you’re  targeting,  which  will  be 
reflected  in  my  statistics.  They’re  a complex  gener- 
ation, almost  enigmatic,  often  treated  ill  by  the 
media. 

As  you  learn  what  motivates  them,  you  may  be  tempted 


to  make  value  judgments  about  them  or  become  a social 
worker.  Either  tactic  will  harm  your  recruiting,  because 
your  job  is  to  show  your  market  how  it  can  benefit  from 
being  in  the  Army,  not  to  become  involved  in  the  individ- 
ual problems  of  the  generation.  Likewise,  while  you  need 
to  read  everything  you  possibly  can  about  the  age  group, 
even  go  to  movies  about  them,  beware  of  taking  in  infor- 
mation uncritically.  The  media  hasn’t  been  kind  to  Xers, 
and  it  hasn’t  always  told  the  truth. 

Last  fall,  at  the  request  of  LTC  John  C.  Tarr,  I delivered 
a presentation  on  Generation  X at  the  US  Army  Recruit- 
ing Battalion  Seattle’s  Annual  Training  Conference.  This 
occurred  just  after  the  startling  statistics  published  in 
Wendell  Wilson’s  “Special  Youth  Attitude  Tracking 
Study  Being  Conducted”  in  the  Recruiter  Journal  (Sep- 
tember 1994).  Wilson  presented  a series  of  graphs  point- 
ing to  the  increased  resistance  of  young  people  to  enter 
the  Army,  all  of  the  way  to  the  absolute  “no’s.”  Since  then, 
Army  recruiters  have  been  made  more  aware  of  the  im- 
portance of  meeting  the  needs  of  your  target  market,  but 
there  hasn’t  been  enough  attention  paid  to  meeting  the 
psychological  needs  of  the  market.  Meeting  those  partic- 
ular needs  can  counteract  the  perceived  dramatic  shift  that 
Wilson  documents. 

But  who  cares  about  psychology  if  there  is  a declining 
market?  Understanding  the  psychology  of  your  market 
increases  yourpossibilities.  The  Bureau 
of  Labor  Statistics  says  that  in  April  of 
1995,  2.4  million  16  to  24  year-olds 
were  unemployed  among  the  20.8  mil- 
lion of  this  age  in  the  labor  force,  or  1 1 .6 
percent  — twice  as  high  as  the  national 
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average — and  not  inclusive  of  people  in  that  age  bracket 
in  school  and  not  currently  looking  for  work.  Unemploy- 
ment, as  we  have  come  to  know  in  our  difficult  economy, 
doesn’t  always  reflect  lack  of  education,  skill,  or  training. 
The  Bureau  of  the  Census  says  that  in  1993,  12.9  million 
(53  percent)  of  18  to  24  year-olds  were  living  at  home 
with  parents.  Again,  inability  to  afford  independent  hous- 
ing in  this  economy  doesn’t  signify  lack  of  talent.  Viet- 
nam Army  chaplain  William  Mahedy  reports  in  A 
Generation  Alone  that  20  percent  live  in  poverty. 

How  Xers  Think 

Unlike  some  previous  generations,  Xers  know  that  life 
isn’t  easy,  but  they  don’t  know  what  to  make  of  what’s 
occurring  in  their  lives.  They  ask  serious,  thoughtful 
questions  about  life’s  purpose,  their  role,  and  how  they 
want  to  spend  their  lives,  but  they  have  short  attention 
spans.  In  fact,  they  may  not  have  the  kinds  of  goals  Army 
recruiters  expect  young  people  to  have. 

“Cautious  and  realistic,”  says  MG  Ray  Reynolds 
(USA,  Ret.),  “they  don’t  have  constrictions  in  their  think- 
ing, making  them  malleable.”  They’re  waiting  for  some- 
thing to  happen  and  looking  for  change.  But  they  don’t 
know  where  they’re  going  to  find  it.  It’s  as  if  they’re  alone 
in  a field  with  their  arms  outstretched,  looking  up  at  the 
sky  for  inspiration.  While  they  may  have  had  a cultural 
hero  like  [the  late]  Kurt  Cobain,  they  have  no  leader  to 
guide  them  into  responsible  adulthood.  They  also  have  no 
institution  to  show  them  the  way. 

Society  is  crumbling  — television  and  real  life  experi- 
ence tell  them  so  — unable  to  provide  the  structure  they 
need  to  be  nurtured.  By  the  age  of  20,  they’ve  “tubed”  for 
20,000  hours.  As  author  Michael  Lee  Cohen  says  in  The 


Twenty-Something  American  Dream,  “.  . .they  do  not 
see  any  reliable  mechanism  for  channeling  their  con- 
cerns.” What  does  this  mean?  It  means  opportunity  for 
you,  because  these  young  people  are  beginning  to  recog- 
nize that  that  they  need  to  affect  their  own  lives. 


Does  this  mean  that  selling  the  Army  will  help  you  meet 
your  recruiting  quota?  Probably  not.  The  Army  signifies 
institutionalism,  patriotism,  and  adventure,  which  won’t 
tempt  Xers.  Why?  In  most  cases,  these  factors  will  rico- 
chet off  your  target  market,  because  they  simply  can’t 
relate. 

Xers  have  heard  about  Watergate,  witnessed  corruption 
in  the  government  at  all  levels,  and  believe  that  the 
goverment  is  corrupt,  motivated  by  self-interest.  They 
can’t  turn  to  unions,  which  are  on  the  way  out  as  our 
manufacturing  base  declines.  While  socially  involved, 
they  can’t  rally  around  a single  social  issue,  because  they 
confront  a rainbow  of  issues,  including  racism,  AIDS,  the 
economy,  the  environment,  homelessness,  poverty,  youth 
homicide,  the  declining  education  system,  and  urban 
decay.  The  activism  of  the  ’50s  and  ’60s  doesn’t  inspire, 
because  if  it  had  been  effective,  they  think,  the  social  ills 
of  today  wouldn’t  exist. 

Corporations  aren’t  the  answer  either.  Their  main  loy- 
alty appears  to  be  to  stockholders.  Besides,  Xers  watched 
one  or  more  parent  marry  a corporation  and  have  little,  if 
any,  personal  life.  So  where  will  they  go?  Many  will  land 
in  “the  temporaries”  — a $28  billion  mill  with  1 .9  million 
workers  going  out  each  day  to  one  job  after  another,  only 
increasing  their  feeling  of  unconnectedness  with  society 
and  perpetuating  their  need  for  a leader.  Unless  you 
convince  them  that  the  military  offers  what  they  need, 
most  Xers  will  stay  on  hold,  looking  for  a leader  and  a 
mission. 
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WhatXers  Want 

This  generation  isn’t  as  negative  as  it  sounds.  It’s  very 
practical.  People  in  it  seek  a balanced  work  and  personal 
life,  a life  that’s  pleasant,  one  which  is  rewarding  on  its 
own  terms.  Less  sexist  than  previous  generations,  Xers 
want  and  expect  to  work,  but  as  you  know  from  your 
experience  in  the  high  schools,  may  have  some  unrealistic 
expectations  about  working.  Over  50  percent  don’t  antic- 
ipate financial  security.  Rejecting  the  materialism  of  the 
’80s,  they  want  to  have  a nuclear  family,  a house,  and  a 
car,  but  feel  condemned  to  being  the  first  generation  with 
less  than  their  parents. 

Xers  typically  have  an  openness  to  life  reflected  in  their 
willingness  to  change  directions,  but  they  don’t  have  the 
social  connections  to  help  them  do  that.  Seeking  personal 
fulfillment,  they  want  to  be  comfortable  psychologically, 
and  they’re  motivated  much  more  by  relationships  than 
money.  But  they’re  stressed  out  and  undernurtured  be- 
cause of  their  parents’  race  for  success,  which  partly 
contributed  to  the  fact  that  over  50  percent  of  them  grew 
up  with  divorced  parents.  Emotionally  fragile,  they  don’t 
have  the  hope  most  youth  have.  They  feel  alone,  busy  with 
comparatively  meaningless  activities. 

As  a Marine  Corps  public  affairs  officer  pointed  out  in 
my  media  packaging  workshop,  the  reason  they’re  ori- 
ented toward  gangs  is  that  they’re  after  relationships.  So 
catch  their  attention  if  you  present  them  something  im- 
aginative and  new,  preferably  in  10-  to  15-second  sound 
bites. 

What  You  Can  Do 

Start  diversifying  your  market.  Don’t  just  explore  tra- 
ditional sources.  Don’t  be  afraid  to  recruit  women.  One 
Army  officer  told  me  that  many  men  join  the  Army  to  get 
away  from  women.  Well,  we’re  entering  the  next  century, 
and  Generation  X women  are  the  first  generation  of 
women  in  this  country  to  expect  to  work.  The  men  of  this 
generation  are  less  sexist  than  previous  generations, 
which  means  that  it  will  be  much  easier  for  them  to  adapt 
to  Army  women. 

When  I spoke  at  the  Defense  Information  School,  I tried 
an  experiment  to  see  how  women  felt  about  being  in  the 
Army.  Recognizing  that  when  women  feel  ill  at  ease,  they 
often  chat  with  each  other  in  restrooms,  I found  a spot 
where  all  of  the  women  who  came  in  would  have  to  pass 
me  as  I was  busily  repacking  my  suitcase.  The  women  I 
saw  weren’t  unfriendly,  but  they  didn’t  chat  with  me  or 
among  themselves.  In  other  words,  they  didn’t  feel  so  out 
of  place  that  they  had  to  “relate”  to  each  other  where  they 
were  “safe”  from  men.  Apparently,  they  didn’t  think  that 
being  a woman  in  the  Army  [was]  anything  out  of  the 
ordinary. 


One  Army  recruiter  asked  me  what  to  do  about  a 
woman  he’d  been  trying  to  recruit  who  said  that  she  had 
to  earn  a certain  amount  of  money,  an  amount  clearly  out 
of  the  range  that  the  Army  can  provide.  Recognizing  that 
this  isn’t  a problem  related  to  psychology,  but  to  reality, 
I suggested  that  he  disappear  for  about  six  months  before 
trying  again.  This  would  give  her  enough  time  to  review 
her  expectations  and  reconsider.  Try  the  same  tactic  with 
men. 

View  the  young  people  you  recruit  as  our  country’s 
assets.  Strengthen  your  customer  interaction.  Profession- 
alize your  search.  Look  into  the  social  arena,  where  Xers 
values  reflect  a peacekeeping  military.  Don’t  be  afraid  of 
trying  something  creative.  If  it  doesn’t  work,  you’re  one 
step  closer  to  finding  what  does  work.  @ 

Dr.  Mildred  Culp,  a public  speaker  and  daughter 
of  two  Army  colonels,  writes  the  WorkWise  syndi- 
cated column.  She  has  return  invitations  to  speak 
at  DINFOS,  US  A rmy  Re- 
cruiting Battalion  Seattle, 
and  the  12th  Marine  Corps 
District.  She  is  the  author  of 
the  book,  Be  WorkWise: 

Retooling  Your  Work  for 
the  21st  Century.  Every 
week  she  is  featured  in  Seat- 
tle on  K1RO  Newsradio  's 
“The  WorkWise  Report.  ” 
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Good  medicine 
for  USAREC 


A recent  move 

from  Washington, 

DC  to  Fort  Knox, 

Ky.,  has  brought  the 
Army  Medical  De- 
partment (AMEDD) 

Officer  Procurement 
Division  (OPD) 
under  the  wings  of 
USAREC.  According 
to  COL  Barbara 
Smith,  director  of 
Health  Services 
(HSD),  the  personnel 
assigned  to  the 
Health  Services  Di- 
rectorate will  grow 
from  10  to  35  and  the 
field  recruiting  force 
will  expand  from  200 
to  400.  The  headquarters  and  field  re- 
cruiting force  will  both  be  at  full 
strength  by  October. 

Combine  two  into  one 


For  a year  and  a half, 
the  Army  Medical 
Department  Officer 
Procurement  Division 
(AMEDD  OPD)  and 
the  USAREC  Process 
Action  Team  have 
worked  on  transfer- 
ring AMEDD  OPD  to 
USAREC. 


■ Medical  Corps  Branch 

■ Nurse  Corps  Branch 

■ Medical  Service  Corps 
Branch 

■ Specialist  Corps 

■ Veterinary  and  Den- 
tal Corps  Branch 

■ Incentives  Branch 
Accession  boards  for  all 

active  duty,  Army  Reserve 
and  National  Guard  will 
be  held  at  HQ,  USAREC 
AMEDD.  The  branches 
will  also  coordinate 
AMEDD  officer  accessions 
from  other  sources  includ- 
ing Army  Reserve  Officer 
Training  Corps,  and  Uni- 
formed University  of 
Health  Sciences 

In  addition  to  the  reorga- 
nization and  expansion  of 
HSD,  each  brigade  will  ac- 
tivate an  AMEDD  Recruit- 
ing Detachment.  The  detachment  commander  will 
be  an  AMEDD  lieutenant  colonel  with  duties  and 
responsibilities  similar  to  a recruiting  battalion 
commander.  The  detachment  commanders  will  re- 
port to  the  brigade  commanders. 

Medical  field  recruiters 


“For  a year  and  a half,  the  Army  Medical  De- 
partment Officer  Procurement  Division  (AMEDD 
OPD)  and  the  USAREC  Process  Action  Team 
have  worked  on  the  plans  for  transferring 
AMEDD  OPD  to  USAREC.  The  purpose  of  the 
transfer  is  to  streamline  operations  and  combine 
two  organizations  which  do  similar  work:  recruit 
AMEDD  officers  for  America’s  Army.  The  concept 
for  streamlining  processes  came  from  LTG  Alcide 
M.  LaNoue,  Medical  Corp,  the  Surgeon  General,” 
said  Smith.  With  the  added  personnel,  HSD  will 
also  expand  its  responsibilities.  The  directorate 
now  includes  an  operations  division  and  six 
branches: 


The  AMEDD  officers,  nurse  recruiters,  and  civil- 
ian technicians  and  clerks  will  join  forces  within 
the  Health  Care  Recruiting  Teams  (HCRT).  Each 
HCRT  will  be  composed  of  officers,  noncommis- 
sioned officers,  and  civilians.  The  HCRT  will  re- 
ceive Medical  Corps,  Veterinary  Corps,  Dental 
Corps,  Specialist  Corps,  and  Medical  Service 
Corps  missions,  in  addition  to  nurse,  licensed  prac- 
tical nurse  (9 1C),  and  respiratory  therapist  (91V) 
missions.  This  reorganization  means  that  recruit- 
ing battalions  and  companies  will  no  longer  have 
missions  for  nurses,  practical  nurses  (91C),  and  re- 
spiratory therapists  (91V). 
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BG  James  Shane  and  LTC  Le- 
nore  Enzel  unveil  the  logo  for  the 
new  U.S.  Army  2d  Recruiting  Bri- 
gade Army  Medical  Department 
(AMEDD)  Recruiting  Detachment 
at  the  July  6,  grand  opening  cere- 
mony. (Photo  by  Vicki  Evans,  2d 
Bde,  A&PA) 


“ — / think  having  all  of  the  AMEDD 
recruiting  force  under  one  organiza- 
tion is  an  improvement . . , said 
MAJ  Daniel  Evans,  Chief,  Medical 
Corps  Branch. 


Careers  in  clinics 

“The  Medical  Service  Corps  (MSC)  includes  offi- 
cers trained  for  a variety  of  administrative  or  clini- 
cal positions.  A majority  of  our  positions  are 
involved  in  personnel,  logistics,  social  work,  and 
health  care  administration,”  said  CPT  Edward 
Woody,  branch  chief  of  the  of  Medical  Service 
Corps.  The  application  and  appointment  applica- 
tions for  biomedical  maintenance  warrant  officers 
will  also  be  processed  at  USAEEC  explains 
Woody.  A few  of  the  MSC’s  mission  requirements 
are: 

Microbiologist 
Clinical  Psychologist 
Entomologist 

Environmental  Science  Officer 

Mission  physicians 

Assisting  the  recruiting  force  in  recruiting  phy- 
sicians is  the  responsibility  of  the  Medical  Corps 
branch  of  HSD.  According  to  MAJ  Daniel  Evans, 


Chief,  Medical  Corps  Branch,  the  Army  offers 
scholarships  and  financial  assistance  to  qualified 
medical  students. 

“HSD  Medical  Corps  branch  will  ensure  that 
the  applicant’s  application  moves  smoothly 
through  the  multi-step  process  and  is  properly 
boarded.  I think  having  all  the  AMEDD  recruiting 
efforts  under  one  organization  is  going  to  im- 
prove our  communication,  standardization  and 
service  to  our  customer,”  said  Evans.  A sample  of 
the  Medical  Corps  mission  includes: 

Cardiology 
Internal  Medicine 
General  Surgery 
Radiology 

HSD  is  a liaison 

“The  HSD  serves  as  a liaison  between  the  re- 
cruiting force  and  the  outside  agencies  including 
Office  of  the  Surgeon  General,  PERSCOM, 
ARPERCEN,  etc.  We  provide  information  on  the 
recruiting  market  that  will  assist  the  HCRT,”  said 
LTC  Joan  Beebe,  Chief,  Specialist  Corps,  Veteri- 
nary Corps,  Dental  Corps  Branch.  In  addition  to 
dentists  and  veterinarians,  this  branch  processes 
applications  for  physical  therapists,  occupational 
therapists,  dieticians,  and  physicians  assistants. 

Smith  said  that  HSD’s  focus  will  continue  to  be 
to  support  our  most  valued  customers,  the  field  re- 
cruiters. @ 


August  1995 


11 


by  USAREC  Command  Sergeant 
Major  Ernest  H.  Hickle 

Recruiting  tomorrow’s  Army  in  the 

year  2010  and  beyond  was  the  focus  of 
the  USAREC  SGM  conference  recently 
held  in  June  at  Fort  Jackson,  S.C. 

The  purpose  of  the  conference  was  to  allow  the 
senior  NCO  leadership  of  the  command  to  ask  it- 
self, what  can  we  do  better  for  our  Army,  our  orga- 
nizations, our  soldiers  and  their  families. 

Addition-  ally,  I wanted  to  gain  input  on  the  ef- 
fects of  Success  2000  in  their  organization  and  so- 
licit ideas  on  methods  to  improve  on  it. 

A significant  part  of  the  conference  was  devoted 
to  work  groups  related  to  topics  I feel  are  ex- 
tremely important  to  the  overall  success  of  this 
command. 

1.  Success  2000 

2.  How  to  retain  and  maintain 

the  OOR  Force 

3.  New  Recruiter  Program 

I was  extremely  pleased  with  the  serious  atti- 
tude that  the  SGMs  displayed  in  working  through 


these  tough  issues.  They  put  their  heads  together 
and  came  up  with  great  ideas  for  improvement  as 
well  as  solutions  to  lingering  problems.  I would 
like  to  share  with  you  a few  of  the  recommenda- 
tions that  emerged  from  this  conference. 

Success  2000  was  probably  the  most  talked 
about  subject.  The  consensus  from  the  SGMs  was 
that  Success  2000  is  here  to  stay  - that’s  the  bot- 
tom line.  It’s  good  for  the  organization  and  bene- 
fits the  soldiers  of  the  organization. 

Awards  system  changes 

One  of  the  recommendations  made  by  the  Suc- 
cess 2000  work  group  was  the  need  to  look  at 
changing  portions  of  the  awards  system.  Cur- 
rently awards  are  centered  on  individual  recruiter 
success.  The  SGMs  suggested  that  the  awards  sys- 
tem be  changed  to  reflect  the  teamwork  concept  of 
Success  2000. 

They  also  recommended  that  recruiting  awards 
be  based  on  three  categories: 

1.  Top  soldier  of  the  year 

2.  RA  recruiter  of  the  year 

3.  USAR  recruiter  of  the  year 

The  above  categories  are  similar  to  those  found 
in  major  Army  organizational  award  programs. 
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Everyone  assigned  to  the  organization,  regardless 
of  duty  position  will  be  eligible  to  compete  for 
recognition  as  the  top  soldier  of  the  year.  I expect 
the  upcoming  awards  board  to  look  considerably 
different  from  those  we’ve  conducted  in  the  past. 


To  keep  the  force 


When  we  tackled  the  topic  of  how  to  retain  and 
maintain  regular  Army  recruiters,  we  had  to  ask 
ourselves  this  question.  We  have  a great  organiza- 
tion, a challenging  field,  high  promotion  and 
SDAP,  so  why  don’t  we  have  more  conversions? 

One  unanimous  conclusion  was  that  we  must 
find  a better  way  to  prepare  our  detailed  recruit- 
ers for  selection  as  station  commanders. 

This  is  a concern  because  usually  when  a sol- 
dier converts  to  00R,  they  are  soon  thereafter 
placed  in  a station  commander  position.  Typically 
this  new  00R  has  between  30  to  36  months  recruit- 
ing experience,  well  versed  in  recruiting,  however, 
little  or  no  experience  in  management.  The  feeling 
was  that  more  soldiers  would  convert  if  USAREC 
provided  better  preparation  for  entry  into  manage- 
ment. I agree  that  we  may  be  moving  our  young 
soldiers  along  too  quickly.  To  effectively  manage  a 
sales  force  may  require  more  than  36  months  of  re- 
cruiting. 

The  SGMs  felt  that  maintaining  00R  strength  is 
similar  to  meeting  reenlistment  objectives,  and 
that  the  responsibility  for  maintaining  the  00R 
force  falls  squarely  on  the  shoulders  of  the  senior 
leaders.  If  a soldier  has  absolute  trust  and  confi- 
dence in  the  senior  leadership  they  work  for  and 


believes  in  what  he’s  doing,  the  soldier  will  stay  in 
that  organization.  We  must  ensure  that  trust  and 
confidence  exists  in  our  organizations. 

New  recruiter  program 

The  third  work  group  dealt  with  the  new  re- 
cruiter program,  formerly  called  the  Transitional 
Training  Program  (TTE). 


The  current  program  provides  a documented 
nine  month  program  that  ensures  new  recruiters 
are  trained  to  standard  in  the  critical  tasks  of  re- 
cruiting. 

Let  me  give  you  some  examples  of  interesting 
questions  raised  by  the  SGMs. 

What  if  a new  recruiter  rapidly  demonstrates 
an  ability  to  conduct  sales  presentations,  prospect- 
ing and  all  the  other  critical  skills  and  tasks?  If 
the  new  recruiter  can  perform  tasks  to  the  stan- 
dards outlined  in  the  00R  Soldiers  Manual,  why 
keep  them  on  a mandatory  nine  month  training 
program? 

The  SGMs’  recommendation  was  to  allow  sta- 
tion commanders  to  identify  new  recruiters  that 
have  demonstrated  their  ability  to  perform  the  re- 
quired tasks  and  graduate  them  from  the  new  re- 
cruiter program  after  five  months. 

There  are  two  incentives  that  would  result  from 
this  change.  The  incentive  for  the  soldiers  to  have 
the  opportunity  to  strive  to  complete  the  program 
in  five  months  instead  of  nine  months. 

The  second  incentive  for  the  soldier  is  that  if 
they  do  complete  the  new  recruiter  program  in 
five  months,  they  will  significantly  reduce  their 
amount  of  non-rated  NCOER  time  (5  months  ver- 
sus 9 months).  Many  soldiers  believe  that  non- 
rated  NCOER  time  has  a negative  effect  upon 
progression.  I think  they  may  have  a valid  point. 

I feel  that  this  SGM  conference  was  essential  to 
the  advancement  of  Success  2000.  I want  to  thank 
the  senior  NCOs  who  shared  their  experiences, 
knowledge  and  ideas  in  an  effort  to  mainteagM 
quality  Army,  not  only  for  today  but  also  into’ 

21st  century. 

I think  that  everyone  now  has  a basic  un 
standing  of  Success  2000  and  what  it  can  aol 
the  organization.  It’s  time  to  embrace  this  con] 
and  make  this  organization  more  successful  t 
ever  before. 
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College  graduates 


— Untapped 

market  potential 


by  SGM  Conrad  Angelino 
New  York  City  Recruiting  Battalion 


There  is  no  better  time  than  right  now 
to  contact  college  graduates.  The  hiring  inten- 
tions of  many  major  companies  are  at  an  all  time 
low  while  the  number  of  people  with  college 
degrees  working  at  unskilled  jobs  is  at  an  all 
time  high.  Yet,  this  vast  resource  of  soldiers 
remains  relatively  untapped  by  the  recruiting 
force.  Why?  Acombination  of  both  intimidation 
and  lack  of  understanding  hinders  us  from  at- 
tacking the  college  market.  We  have  career 
paths  which  are  competitive  with  corporations 
and  yet  these  facts  are  unknown  to  most  college 
students. 


Before  telling  the  Army  story,  we  must  first  un- 
derstand to  whom  we  are  talking  to  and  what  moti- 
vates them. 


The  Market 

The  Higher  Education  Research  Institute  reported  last 
January  on  the  life’s  goals  of  the  college  freshman.  The 
top  three  are: 

1.  Be  well  financially. 

2.  Become  an  authority  in  my  field. 

3.  Become  a community  leader. 

These  are  reasons  why  they  will  choose  a particular  career 
field  after  graduation. 

Some  of  us  feel  intimated  by  college  students  because 
we  feel,  we  aren’t  as  smart  as  they  are.  The  facts  say 
otherwise.  Each  year,  U.S.  News  and  World  Report  pub- 
lishes the  “America’s  Best  Colleges”  issue.  It  has  facts  on 
students  at  every  majorcollege  in  America.  This  informa- 
tion is  handy  for  several  reasons.  First,  it  gives  a good 
picture  of  what  career  path  students  are  pursuing  (domi- 
nant buying  motive).  It  says  how  broke  they  will  be  after 
graduation  (Loan  Repayment  Program  potential),  and  it 
tells  how  smart  the  average  student  is.  Statistically,  there 


is  no  difference  in  mental  aptitude  between  last  year’s 
entering  freshman  class  and  last  year’s  enlistees.  Also,  if 
one  spends  any  time  on  a colllege  campus,  this  will 
become  very  obvious. 

If  the  Army  is  such  a good  deal,  why  aren’t  they 
joining?  Who  is  our  primary  competitor?  The  Navy?  The 
Marines?  Air  Force?  None  of  the  above.  In  the  New  York 
area,  there  are  about  911,000  qualified  males  and  females 
ages  17  to  24  with  a projected  mental  aptitude  of  II1A  or 
higher.  Only  3,200  join  any  military  service  each  year. 
About  162,000  are  enrolled  in  college.  The  rest  are  work- 
ing for  American  business.  That’s  who  we  are  competing 
against.  We  need  to  compare  our  program  not  against 
other  military  services  but  against  the  options  available  to 
them  in  the  business  world. 

Understand  Business 

In  the  course  of  developing  centers  of  influences,  we 
have  no  doubt  met  business  men  and  women  with  import- 
ant titles  like  president,  vice  president,  and  director.  They 
were  wearing  dark  suits  and  looked  like  they  meant  busi- 
ness. No  doubt  they  were  somewhat  intimidating.  This 
image  and  these  titles  are  what  college  graduates  strive 
for  in  the  business  world.  These  titles  can  be  deceiving, 
however.  While  major  corporations  like  IBM  and  GM  get 
most  of  the  press  coverage,  most  companies  have  less  than 
100  employees.  In  fact,  if  we  are  active  in  our  communi- 
ties, we  will  frequently  met  presidents  and  chief  executive 
officers  who  run  companies  the  size  of  an  infantry  squad. 
Treat  these  people  like  your  peers  — they  are. 

Surprisingly,  these  are  very  little  difference  be- 
tween the  structure  of  the  typical  American  company 
and  an  Army  unit.  The  president  (commanding  officer) 
is  responsible  for  everything  that  goes  on  in  his  or  her 
company.  An  executive  vice  president  (executive  officer) 
coordinates  the  various  functions  of  the  company.  Throw 
in  the  vice  president  of  human  resources  (S-l),  vice  pres- 
ident for  marketing  and  sales  (S-2),  vice  president  for 
operations  (S-3),  and  vice  president  for  financial  re- 
sources (S-4),  and  we  come  up  with  a typical  battalion 
staff.  Most  companies  create  smaller  units  of  10  to  100 
employees  arranged  by  product  and  service.  Businesses 
call  this  project  management.  The  Army  calls  it  task 
organization. 

The  biggest  obstacle  we  must  overcome  when  talking 
to  college  students  is  the  language  barrier.  The  people 
have  spent  four  or  more  years  preparing  for  a career  in 
business.  If  we  want  to  reach  them,  we  must  use  words 
that  they  understand  and  that  push  their  hot  buttons.  The 
primary  standard  used  to  compare  job  offers  is  salaries 
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and  benefits.  When  you  talk  to  a high  school  graduate  you 
need  to  convert  the  Army  monthly  pay  into  dollars  per 
hourso  that  they  can  make  a comparison  to  other  jobs  they 
might  have.  The  same  is  true  of  college  students.  Translate 
the  Army  pay  and  benefits  into  a yearly  salary  plus 
benefits. 

Secondly,  we  don’t  recruit  people.  We  hire  them.  Ask 
for  a letter  of  introduction  and  a resume.  This  is  what 
college  students  have  been  taught  to  expect  from  a future 
employer.  Don’t  disappoint  them.  Finally,  translate  the 
career  opportunities  that  the  Army  offers  into  something 
that  matches  their  aspirations.  We  are  hiring  specialists  in 
the  applicants’  chosen  career  field,  on  a management 
track  program  (advance  promotion  to  E-4),  with  manage- 
ment training  (PLDC)  and  promotion  into  management 
within  four  years  (normal  progression  to  sergeant). 

Translate  your  own  experience  into  civilian  terms 
and  show  that  the  Army  is  a good  career  move.  For 
example,  by  the  time  I was  25  years  old,  I had  been 
vice-president  of  an  independent  subsidiary  with  36  em- 
ployees, capital  assets  $25  million  and  an  annual  operat- 
ing budget  of  $2.1  million.  I was  the  platoon  sergeant  of 
an  aviation  company.  Get  the  picture?  This  year,  1.5 
million  new  college  graduates  will  be  looking  for  work. 
They  are  competing  with  last  year’s  graduates  and  with 
those  who  have  been  laid  off.  If  they  are  among  the 
144,000  lucky  enough  to  be  offered  a job  by  one  of  the 
companies  recruiting  on  campus,  they  can  expect  a salary 
of  around  $23,000.  Some  offers  will  include  tuition  reim- 
bursement. A small  percentage  will  offer  a bonus.  All  will 
offer  some  sort  of  participative  health  care  plan. 

These  are  the  benefits  for  the  top  of  the  class.  Most  will 
take  jobs  paying  less  than  $20,000  with  few  benefits. 
These  jobs  have  inflated  titles  like  service  representative 
(10  years  ago  this  was  called  a sales  clerk),  advertising 
account  manager  or  area  sales  director  (a  desk,  a phone, 
and  a sales  territory).  These  are  grunt  labor,  minimum 
wage  jobs.  Compare  these  benefits  with  those  offered  a 
college  graduated  in  the  Army.  We  start  at  $20,400  plus 
full  medical  and  dental  to  include  a 30  day  paid  vacation. 

Assuming  that  a graduate  is  hired,  what  type  of  man- 
agement experience  can  they  expect?  McDonald’s  has 

Cut  out  articles  from  publica- 
tions like  “Fortune”  and  “ Harvard 
Business  Review”  which  prove 
that  the  Army  develops  the  skills 
needed  to  succeed.  Show  them, 
don’t  tell  them,  how  the  Army  will 
help  them  become  an  expert  in 
their  chosen  career  field. 


one  of  the  better  management  trainees  programs  around. 
Manager  trainees  are  hired  at  $19,500.  After  six  months, 
they  are  promoted  to  second  assistant  manager  (rifle  team 
leader). 

After  one  year,  they  are  sent  to  the  basic  management 
course  (PLDC)  and  promoted  to  first  assistant  manager 
(rifle  squad  leader).  After  about  a year  in  the  job,  they  are 
sent  to  the  advance  operations  course  (Basic  NCO 
Course)  and  promoted  to  restaurant  manager  (section 
sergeant)  with  a salary  of  $28,800.  In  fact,  this  is  a very 
rapid  career  advancement  when  compared  to  other  com- 
panies. Most  of  my  contemporaries  in  the  civilian  sector, 
after  15  to  20  years  with  a company,  have  either  no 
supervisory  experience  or  at  most  supervises  5-10  em- 
ployees, and  here  I am  as  a battalion  sergeant  major  with 
over  220  employees,  and  I’m  just  40  years  old. 

What  the  Army  Offers 

At  the  beginning  of  this  article,  the  life  goals  of  the 
college  freshmen  were  mentioned.  These  are  the  domi- 
nant buying  motive  when  selling  to  a college  graduate. 
Clearly,  each  individual  is  different,  but  if  a plan  is 

developed  to  satisfy  each  of  these  DBMs,  the  battle  is 
half  won. 

Most  college  students  go  to  college  to  study  business, 
or  business  related  subjects.  Generally,  all  studied  some- 
thing, be  it  engineering  or  music,  which  they  would  like 
to  pursue  and  get  paid.  All  want  to  get  a job  which  takes 
advantage  of  what  they  learned  in  college.  The  Army  as 
you  well  know,  has  over  250  career  fields . To  take  advan- 
tage of  this  fact,  we  can  do  something  for  college  gradu- 
ates which  we  can’t  do  for  any  other  applicant.  We  can 
sell  jobs  to  a 16K.  If  we  are  talking  to  a business  major, 
we  can  get  them  a job  as  a finance  and  accounting  spe- 
cialist, a personnel  management  specialist.  We  can  get  a 
criminal  justice  major  a job  as  a police  officer.  We  can 
offer  a career  as  an  interpreter  to  a language  major.  Paint 
this  picture! 

Cut  out  articles  from  publications  like  “Fortune”  and 
“Harvard  Business  Review”  which  prove  that  the  Army 
develops  the  skills  needed  to  succeed.  Show  them,  don’t 
tell  them,  how  the  Army  will  help  them  become  an  expert 
in  their  chosen  career  field. 

Graduates  want  to  become  leaders  in  their  commu- 
nities. We  can  help  there!  No  organization  in  America 
trains  leaders  better  than  the  U.S.  Army.  Yet,  the  image 
that  college  students  have  is  based  on  “Beetle  Baily”  and 
“M*A*S*H”  and  the  popular  press.  We  need  to  have 
ammunition,  not  words,  to  prove  that  working  for  our 
organization  is  the  best  career  move  a young  person  could 
make. 

The  principles  of  leadership  that  are  familiar  to  any 
soldier  who  has  been  in  the  Army  for  more  than  a month 
are  virtually  unknown  to  the  ranks  of  American  managers. 
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Read  this  year’s  business  publications.  After  a turbu- 
lent period,  business  has  figured  out  that  the  reason  com- 
panies fail,  is  not  due  to  a failure  of  management  skills. 
Businesses  fail  to  succeed  based  on  the  quality  of  a 
company’s  leadership.  They  list  the  steps  necessary  to 
turn  broken  companies  into  profitable  ones  and  demoral- 
ized employees  into  a productive  team.  Then  read  FM 
22-100.  The  Army  had  the  answer  200  years  ago.  Picture 
in  your  mind  Mount  Rushmore.  Four  of  our  greatest 
presidents  are  chiseled  for  eternity  in  granite.  You  are 
looking  at  four  former  soldiers.  In  fact,  24  United  States 
presidents,  from  George  Washington  to  George  Bush 
have  worn  the  uniform  of  an  American  soldier. 

This  is  nice  information  from  a theoretical  point  of 
view,  but  does  it  really  pay  off?  Do  we  really  teach  skills 
that  pay  off  in  the  business  world?  Each  year,  “Forbes” 
magazine  publishes  the  list  of  the  400  riches  people  in 
America. I bought  it  because  I was  curious  to  see  if  there 
were  any  Army  veterans  on  the  list. 

By  the  time  I was  through  the  list,  my  jaw  was  on  the 
ground.  Sam  Wallace,  founder  of  Walmart,  worth  $25 
billion  at  the  time  of  his  death,  started  out  life  as  a soldier. 
John  Kluge,  founder  of  Metromedia  , owner  of  the  Har- 
lem Globetrotters  and  the  Ice  Capades,  currently  worth 
$5.5  billion,  started  out  life  as  a soldier.  Rich  De  Vos  and 
Jay  VanAndel,  founders  of  Amway,  worth  $2.5  billion 
each,  both  started  out  life  in  the  US  Army.  Those  just  get 
you  down  to  the  number  12  on  the  list. 

There  are  more  Army  alumni  on  the  “Forbes  400" 
list  than  any  other  institution  in  America.  More  than 
Harvard.  More  than  Yale.  More  than  Stanford.  More  than 
any  other  military  service  combined.  Paint  the  picture! 
Show  these  college  students  how  they  can  get  to  the  big 
office  on  the  top  floor  with  a view  of  the  city. 

Reaching  the  Market 

If  the  above  information  was  well  known  to  college 
students,  they  would  flock  to  our  door.  However,  most 
college  students  avoid  the  Army  because  to  talk  with  a 
recruiter  would  be,  in  the  student’s  mind  an  admission  of 
failure.  We  reinforce  this  image  by  hanging  out  looking 
for  losers  like  those  listed  on  the  stop  out  list  or  the  ones 
with  loan  defaults. 

Instead,  seek  out  the  winners,  the  graduate  or  soon 
to  be  graduates.  Develop  a hook  to  get  their  attention. 
Most  college  students  think  that  soldiers  make  $100  a 
month  because  that’s  what  their  father  or  grandfather 
made.  Talk  salary  up  front.  I have  never  had  a college 
student  walk  away  from  me  after  I offered  him  or  her  a 
starting  salary  of  $20,400.  Throw  in  words  like  manage- 
ment track,  tuition  for  graduate  school  or  loan  repayment 
and  you  will  soon  have  their  undivided  attention.  If  they 
are  interested  in  pursuing  the  Army,  give  them  your  card, 
ask  for  a resume  and  a letter.  If  they  don’t  have  one 


available  tell  them  to  send  you  one  in  the  mail.  Set  up  an 
appointment  after  you  have  received  the  resume.  Remem- 
ber — we  don’t  recruit  people,  we  hire  them!  Negotiate 
from  a position  of  power. 

I expect  all  of  the  soldiers  in  this  battalion  to  take 
college  courses.  This  requirement  serves  several  pur- 
poses. First,  it  is  essential  for  the  career  progression  of 
every  soldier  to  continue  their  civilian  education.  Second, 
it  relieves  the  mystique  of  college  students  that  several  of 
us  have.  Third,  it  allows  soldiers  to  be  seen  in  a relaxed 
environment  and  as  intelligent  people  with  a wealth  of 
experience.  Finally,  if  we  can  schedule  beach  patrol  as 
legitimate  area  canvassing,  four  hours  a week  on  a college 
campus  should  be  at  least  as  productive. 

On  every  college  campus  in  America,  there  exists 
the  ultimate  untapped  COI:  the  former  soldier  using 
the  GI  Bill  and  Army  College  Fund.  I have  yet  to  meet 
an  unsatisfied  customer,  and  all  are  more  than  willing  to 
come  up  and  talk  to  me  to  say  what  a great  deal  the  Army 
is.  Every  campus  has  a veterans  benefits  advisor.  Make 
him  your  friend,  get  a list  of  ACF  recipients  and  put  them 
to  work  for  you. 

Finally,  of  all  the  offices  on  a college  campus,  the  one 
most  under  utilized  by  us  is  the  placement  office.  Sure, 
we  put  up  RPIs  and  posters,  but  do  we  really  use  it?  Walk 
into  the  office,  talk  to  the  placement  director,  as  I did 
while  assigned  as  the  first  sergeant  of  the  Grand  Rapids 
Company  in  Michigan,  and  ask  what  you  need  to  do  to 
hire  their  graduates.  Sell  the  placement  director  on  Army 
prorgams.  Everyone  I talked  to  was  happy  to  talk  to  me. 
Get  on  their  information  network  and  place  a job  listing. 
For  example:  “Language  majors:  The  U.S.  Army  is  cur- 
rently taking  applications  for  interpreter  positions.  Must 
be  willing  to  relocate.  Must  pass  stringent  physical  and 
moral  qualifications.  Starting  salary  of  $20,400  plus  full 
benefits.  Send  letter  and  resume  to: . . .” 

Guess  what?  College  students  called  me  asking  about 
the  job  offer.  Why?  This  ad  punches  all  the  right  buttons. 
Salary  is  great  for  a language  major.  The  job  offers  a 
chance  to  put  their  training  to  use.  It  offers  the  chance  for 
travel.  Finally,  it  is  written  in  the  same  style  as  every  other 
corporation  that  hires  people.  After  you  hire  someone 
from  a placement  center,  send  the  director  a note  so  that 
they  can  make  their  mission  as  well. 

Clearly,  the  college  market  is  a little  different  than 
the  high  school  market.  The  dominant  buying  motives 
are  different  and  the  presentation  is  different.  Neither  the 
current  sales  book  nor  the  JOINS  is  set  up  to  interview  a 
college  graduate  looking  for  a career.  We  need  to  design 
the  presentation  from  scratch  using  the  tools  mentioned 
in  this  article. 

Make  a special  section  in  your  sales  book  just  for 
college  students  and  use  it.  If  you  build  it,  they  will 
come.  0 
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The  Way  I See  It 


Vision  implies  change.  Change  is  upon  us. 
We  are  better  off  to  participate  in  change  and  to 
help  shape  it  than  to  be  dragged  along  by  change. 
You  can  help  shape  the  future  and  make  it  better. 
You  know  your  job  better  than  anyone.  What  are 
your  ideas  for  improving  operations?  Share  them 
on  the  space  below  and  mail  this  according  to  the 
instructions  on  the  back  of  this  form,  postage  free. 


Please  be  as  detailed  as  possible  when  citing 
examples  for  improvement.  Recruiters,  support 
staff,  and  family  members  are  encouraged  to  use 
this  space  to  voice  ideas  and  concerns.  If  you 
desire  a direct  response  to  your  comments  or 
suggestions,  please  include  your  name  and 
address.  Names  are  not  required. 


Teamwork:  Working  together  as  a team,  we 
can  accomplish  more  than  working  as  individuals. 
Share  your  vision  for  the  future  of  the  US  Army 


Recruiting  Command.  All  forms  are  mailed  to  and 
received  directly  by  the  USAREC  Chief  of  Staff, 
Fort  Knox,  Ky. 


HQ  USAREC  Fm  1825,  1 Jan  91 
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Fold  here  second  and  secure  with  tape 


DEPARTMENT  OF  THE  ARMY 
HEADQUARTERS 

U.S.  ARMY  RECRUITING  COMMAND 
FORT  KNOX.  KENTUCKY  40121-2726 


OFFICIAL  BUSINESS 


NO  POSTAGE 
NECESSARY 
IF  MAILED 
IN  THE 

UNITED  STATES 


BUSINESS  REPLY  MAIL 

FIRST  CLASS  MAIL  PERMIT  NO.  600  FORT  SHERIDAN,  IL 
POSTAGE  WILL  BE  PAID  BY  U.S.  ARMY  RECRUITING  COMMAND 

Commander 

U.S.  Army  Recruiting  Command 
ATTN  RCCS  (Chief  of  Staff) 

1307  3rd  Avenue 

Fort  Knox  Kentucky  40121  2726 


Fold  here  first 


Recruiter  Journal 


ARMY/ACE  Registry  Transcript 
System  (AARTS) 


by  Donna  M.  Green,  Manager 
AARTS  Operations  Center,  Fort  Leavenworth 


Regular  Army  enlisted  soldiers 

and  veterans  whose  basic  active  service  dates 
fall  on  or  after  Oct.  1, 1981,  may  use  the  Army’s 
worldwide  transcript  service  available  from  the 
AARTS  Operations  Center,  a branch  of  HQDA 
Education  Division.  In  March  1994,  this  tran- 
script service  was  extended  to  Army  National 
Guard  enlisted  soldiers  and  veterans  who  were 
on  the  active  rolls  on  Jan.  1,  1993,  and  whose 
pay  entry  basic  dates  fall  on  or  after  Oct.  1, 1981. 

An  automated  system,  AARTS  is  the  only  central 
repository  for  transcribing  soldiers’  military  experi- 
ences and  educational  testing  achievements.  Tran- 
script data  is  reported  monthly,  via  computer  tapes, 
directly  to  the  AARTS  Operations  Center  from  offi- 
cial primary  sources:  the  Army  Personnel  Com- 
mand, Army  Training  Requirements  and  Resources 
System,  Educational  Testing  Services,  and  Ameri- 
can College  Testing  Program. 

The  AARTS  transcripts  document  military  course 
completions,  experiences  in  military  occupational  spe- 
cialties, skill  qualification  and  self  development  test 
scores,  special  qualification  identifiers,  and  additional 
skill  identifiers.  They  also  document  scores  from  CLEP 
tests,  DANTES  Subject  Standardized  Tests,  SAT,  ACT 
and  ACT-PEP. 

In  addition  to  documentation,  AARTS  transcripts  de- 
scribe the  skills,  knowledges,  and  abilities  expected  of 
soldiers  who  complete  military  courses  and  work  in  mil- 
itary occupational  specialties.  The  descriptions  with  the 
relative  college  credit  recommendations  are  the  same  as 
those  which  the  American  Council  on  Education  (ACE) 
publishes  in  its  Guide  to  the  Evaluation  of  Educational 
Experiences  in  the  Armed  Services.  By  contract,  ACE 
provides  quarterly  updates  to  the  AARTS  Operations 
Center. 


Your  education  is  just 
as  important  as  your 
prospects’.  This  service 
can  help  you  get  it  all 
together. 


From  the  date  of  full  implementation  in  July  1987 
through  calendar  1989,  the  AARTS  Operations  Center 
issued  about  40,000  requested  transcripts.  Subsequent 
production  figures  showed  increasing  awareness  of  this 
service: 

■ 39,881  requests  in  1990 

■ 56,414  in  1991 

■ 102,418  in  1992 

When  production  dipped  to  92,213  in  1993,  renewed 
efforts  were  made  to  increase  awareness  and  understand- 
ing of  the  creation,  correction,  and  utilization  of  the 
AARTS  transcript.  Training  was  conducted  for  and  in- 
structional materials  were  distributed  to  Army  education 
specialists  and  personnel  officers,  college  administrators, 
and  Department  of  Labor  employment  center  counselors. 
During  1994,  the  AARTS  Operations  Center  processed 
134,01 1 requests;  distribution  to  Army  education  centers 
alone  nearly  tripled. 

Eligible  soldiers  and  veterans  can  request  AARTS  tran- 
scripts, without  charge,  for  their  persona!  reference  and 
for  official  use  by  college  registrars  or  employers.  Each 
request  must  include  the  individual’s  name,  Social  Secu- 
rity number,  signature,  basic  active  service  date,  and 
current  mailing  address.  An  individual  may  submit  a 
completed  transcript  request  form  (DA  Form  5454-R)  or 
written  request  to: 

Manager,  AARTS  Operations  Center 

415  McPherson  Avenue 

Fort  Leavenworth,  KS  66027-1373 

Fax:(913)684-2011  Q 
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This  tear-out  sheet  has  been  created  for 
your  use  in  sales  presentations.  It  is  not 
authorized  for  use  as  an  ad,  flyer,  or  mail  out. 
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Welcome  to 

USAREC's 
new  DCG-E 


BRIGADIER  GENERAL  JAMES  E.  SHANE,  JR., 
Deputy  Commanding  General  - East 

Brigadier  General  James 

E.  Shane,  Jr.,  was  born  in  Louisville,  Kentueky, 
on  April  2,  1946.  He  was  awarded  a Bachelor 
of  Science  degree  in  Chemistry  from  the  Uni- 
versity of  Louisville  and  commissioned  a sec- 
ond lieutenant  of  Artillery  on  May  28, 1970.  He 
also  holds  a Master  of  Arts  degree  in  Personnel 
Management/Administration  from  Central 
Michigan  University.  His  military  education  in- 
cludes graduation  from  the  Field  Artillery  Offi- 
cer Basic  Course,  the  Armor  Officer  Advanced 
Course,  the  U.S.  Army  Command  and  General 
Staff  College,  and  the  National  War  College. 
He  also  attended  the  Senior  Officials  National 
Security  Program  at  Harvard  University. 

General  Shane  began  his  career  as  a Forward 
Observer  in  the  3d  Battalion,  3d  Artillery,  194th 
Armored  Brigade  at  Fort  Knox,  Ky.,  where  he  also 
served  as  Assistant  Battalion  Communications  Offi- 
cer. He  served  a tour  in  Vietnam  as  the  Executive 
Officer  for  Battery  A,  1st  Battalion,  39th  Artillery, 
101st  Airborne  Division  (Air  Assault)  and  the  Assis- 
tant Executive  Officer  of  Battery  A and  Battery  C, 
2d  Battalion,  94th  Artillery,  196th  Infantry  Brigade. 
Following  his  tour  in  Vietnam,  he  served  as  Ammu- 
nition Officer  and  Service  Battery  Commander  in 
7th  Battalion,  11th  Artillery,  and  as  Battery  Execu- 
tive Officer,  Battalion  Motor  Officer,  and  Com- 
mander, Battery  C,  2d  Battalion,  1 1 th  Field  Artillery, 
25th  Infantry  Division,  Schofield  Barracks,  Hawaii. 


General  Shane  returned  to  Fort  Knox,  Ky.,  to  attend 
the  Armor  Officer  Advanced  Course  in  December 
1975.  He  then  served  as  the  Administrative  Officer 
to  the  Director,  Personnel  Information  Systems  Di- 
rectorate, U.S.  Army  Military  Personnel  Center,  Al- 
exandria, Va.,  and  as  Personnel  Management 
Officer,  Field  Artillery  Branch,  Officer  Personnel 
Management  Directorate  of  the  U.S.  Army  Person- 
nel Center.  Following  attendance  at  the  U.S.  Army 
Command  and  General  Staff  College,  he  was  as- 
signed as  the  Battalion  Executive  Officer,  2d  Battal- 
ion, 39th  Field  Artillery. 

Other  key  assignments  include  Commander,  1st 
Battalion,  10th  Field  Artillery,  3d  Infantry  Division, 
Germany;  Chief,  Officer  Assignments,  Field  Artil- 
lery Management  Branch,  U.S.  Army  Military  Per- 
sonnel Center,  Alexandria,  Va.;  Joint  Staff  Action 
Officer,  Western  Hemisphere  Branch,  J-3  (Current 
Operations),  The  Joint  Staff,  Washington,  DC;  Divi- 
sion Artillery  Commander,  25th  Infantry  Division 
(Light),  Schofield  Barracks,  Hawaii,  and  Executive 
Officer  to  the  Deputy  Chief  of  Staff  for  Personnel, 
Washington,  DC.  General  Shane  was  assigned  to 
Fort  Knox,  Ky.,  on  June  19,  1995,  as  the  Deputy 
Commanding  General  (East)  of  the  United  States 
Army  Recruiting  Command  after  serving  as  the  Di- 
rector of  Management  in  the  Office  of  the  Chief  of 
Staff,  Army. 

His  awards  and  decorations  include  the  Defense 
Superior  Service  Medal,  the  Legion  of  Merit,  the 
Bronze  Star  Medal,  the  Meritorious  Service  Medal 
(with  three  Oak  Leaf  Clusters),  the  Joint  Service 
Commendation  Medal,  the  Army  Commendation 
Medal,  the  Army  Achievement  Medal,  the  Parachut- 
ist Badge,  the  Ranger  Tab,  the  Joint  Chiefs  of  Staff 
Identification  Badge,  and  the  Army  Staff  Identifica- 
tion Badge. 
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FORCE  XXI 


— The  recruiting 
challenge 

by  ETC  Chuck  Hathaway 
USAREC  FORCE  XXI 


The  Army  has  a well-known  goal: 

to  figure  out  how  it  can  become  more  effective 
as  it  becomes  smaller.  Reengineering,  TQM 
(total  quality  management),  downsizing,  rede- 
signing, and  reorganization  are  some  examples 
of  buzzwords  associated  with  this  goal.  A com- 
mon theme  with  all  of  these  is  change. 


Is  change  necessary?  A lot  of  people  do  not  like 
change.  A wise  person  once  said  that  only  a wet  baby 
likes  a change. 


While  the  traditional  answer  is,  “If  it  ain't  broke,  don’t 
fix  it,”  current  thinking  does  not  accept  that  answer.  The 
present  environment  will  not  allow  the  status  quo.  The 
President  has  directed  the  entire  government  to  find  ways 
to  operate  more  effectively  and  efficiently. 

To  comply  with  executive  orders,  the  armed  services 
are  conducting  reviews  to  find  ways  to  operate  more 
effectively  and  efficiently.  The  Army  recognizes  the  need 
for  a “business  sense.”  The  recruiting  challenge  is  to 
identify  ways  to  improve  our  “business”  processes  and 
redesign  our  organization  accordingly.  This  may  turn  out 
to  be  just  leaving  it  alone.  The  Army’s  desired  end-state 
will  be  an  organization  designed  to  best  support  FORCE 
XXI.  The  USAREC  end-state  will  be  the  organization 
needed  to  effectively  recruit  the  men  and  women  of 
FORCE  XXI. 

USAREC  commanding  general,  MG  Kenneth  W. 
Simpson,  and  his  staff  were  already  working  to  identify 
and  refine  our  organizational  processes  and  core  compe- 
tencies before  that  need  was  recognized  at  higher  levels. 
The  resulting  ideas  are  just  that,  though  — ideas.  Ideas  to 
be  discussed  and  worked.  Input  is  strongly  desired,  and 
everyone’s  input  is  valued.  Some  say  that  there  are  no  new 
ideas  in  recruiting  — perhaps  it’s  time  to  revisit  some  that 
have  been  shelved  in  the  past. 

Let’s  be  upfront  with  another  point.  Does  this  all  have 
the  potential  of  reducing  the  number  of  personnel  posi- 
tions in  USAREC?  Obviously  yes,  the  potential  is  there 
— but  it  is  not  a USAREC  goal. 


There  is  now  a FORCE  XXI  cell  within  the  Resource, 
Management,  and  Logistics  Directorate  at  HQ  USAREC. 
Our  challenge:  to  assist  the  CG  in  reengineering  the 
Recruiting  Command  by  the  year  2000,  to  effectively  and 
efficiently  recruit  the  quality  soldiers  required  by  the 
Army  of  the  21st  century.  A significant  point  to  bring  up 
here  is  the  use  of  the  word  “reengineer,”  which  does  not 
automatically  mean  downsizing.  We  are  committed  to  the 
truth,  “Less  is  not  better;  better  is  better.” 

As  directed,  the  Army  is  conducting  functional  area 
assessments  (FAA)  on  the  “business  processes,”  which 
are  defined  as  the  USC  Title  10  functions.  There  are  three 
axes  being  taken  by  the  Amy  towards  FORCE  XXI: 
“Joint  Venture”  (TOE),  Digitization,  and  Institutional/ 
TD  A.  The  Institutional/TDA  axis  includes  the  function  of 
recruit/personnel  management.  FAA  Recruit  officially 
commenced  in  June,  with  an  initial  session  at  the  Penta- 
gon to  identify  working  group  members.  The  FAA  pro- 
cess is  scheduled  to  complete  in  December  1995. 

The  USAREC  FORCE  XXI  office,  in  addition  to  being 
an  obvious  active  player  in  FAA  Recruit,  will  also  ac- 
tively take  part  in  the  HQDA  Redesign  Working  Group 
as  an  invited  member  and  will  support  other  FAA  working 
groups  as  necessary.  Aother  essential  task  is  to  keep  the 
command  informed  on  all  these  activities,  through  brief- 


The  word  “re- 
engineer” does 
not  automatically 
mean  downsizing. 

ings  to  the  CG  and  his  staff,  news  briefs  and/or  articles  in 
the  Recruiter  Journal,  entries  on  the  cc:Mail  FORCE 
XXI  bulletin  board,  and  field  visits  (which  will  serve  to 
provide  feedback  to  us  too).  Communication  within  the 
command  as  a vital  part  of  this  process.  We  are  committed 
to  sharing  with  you  everything  we  know,  when  we  know 
it.  We  encourage  you  to  share  your  ideas  and  provide 
feedback. 

In  conclusion,  this  should  be  the  first  of  monthly 
Recruiter  Journal  entries  where  we  attempt  to  bring  you 
up-to-date  on  FORCE  XXI  issues  — providing  informa- 
tion as  we  know  and  understand  it.  It  is  our  pledge  that  it 
will  be  the  truth  as  we  know  it  at  that  point  in  time. 
FORCE  XXI  — The  journey  continues! 
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Battalions 
celebrate 
the  Army’s 
220th 
birthday 
June  20. 


After  an  Ohio  House  of  Repre- 
sentatives' Resolution  honor- 
ing the  Army’s  220th  birthday, 
Columbus  Recruiting 
Battalion  commander  LTC 
Rodger  M.  Matthews  (far  right) 
addressed  the  full  session 
and  thanked  them  and  the 
citizens  of  Ohio  for  their  sup- 
port to  the  Army.  (Photo  by 
Tom  Foley) 


An  Army  color  guard 
from  the  New  York  City 
Recruiting  Battalion 
participated  in  New 
York  City's  Flag 
Day/Army  birthday 
ceremony  June  14  at 
the  Brooklyn  Bridge. 
Mayor  Rudy  Giuliani 
was  the  keynote 
speaker.  Members  of 
the  color  guard  in- 
cluded SFC  Glen  R. 
Rogers,  SFC  Rickey  L 
Patterson,  SSG  Melvin 
M.  Bukszpan  and  SGT 
Tommy  R.  Anderson. 
(Photo  by  Ray  Aalbue) 


LTC  Mark  W.  Hays,  commander,  Salt  Lake  City  Bat- 
talion, gives  last  minute  instructions  to  DEPs  before  an 
enlistment  ceremony  begins.  (Photo  by  Cynthia  Smith) 


Gil  Hogue,  A&PA 
Chief,  Sacramento 
Battalion,  showed 
up  wearing  the 
uniform  of  the  Con- 
tinental Army’s  1st 
Pennsylvania  Rifle 
Regiment,  at  the 
battalion  celebra- 
tion of  the  Army's 
220th  birthday. 
(Photo  by  Fred 
Zinchiak) 
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Local  girl 
makes  switch 

Story  and  photo  by  Alice  Lewis, 
Los  A ngeles  Battalion  A&PA 

■ Ask  Cadet  Dorian  A.  Brown, 
20,  why  she  is  doing  something 
now  that  she  had  no  idea  of  at 
its  start,  and  she  would  say,  “I 
had  not  planned  on  becoming 
an  officer  when  I joined  the 
Army.”  Cadet  Brown  is  now  in 
Los  Angeles  on  home  leave 
from  the  US  Preparatory 
School  at  Fort  Monmouth,  N.J., 
and  preparing  to  complete  four 
years  at  the  US  Military 
Academy,  West  Point,  N.Y. 

The  leave  Brown  is  enjoying 
is  because  she  took  advantage 
of  the  Hometown  Recruiter  As- 
sistance Program  (HRAP). 
HRAP  is  an  excellent  way  for 
newly  enlisted  soldiers  to  get  a 
chance  to  visit  home  without 
spending  their  hard  earned 
leave  and  help  out  the  local 
recruiters  at  the  same  time. 

“I  was  just  going  to  do  my 
four-year  enlistment  and  get 
out,”  said  Brown.  The  graduate 
of  University  High  School  in 
West  Hollywood  had  to  leave 
college  while  living  in  the  east 
due  to  insufficient  funds.  She 
did,  however,  manage  to  enroll 
in  Los  Angeles  City  College  and 


Happy  to  be  home, 
Cadet  Dorian  A. 
Brown  visited  the 
Los  Angeles 
Recruiting  Bat- 
talion while  on 
HRAP  duty. 

eventually  join  the  Army  as  an 
enlisted  soldier.  During  basic 
training,  because  she  met  all 
necessary  requirements,  she 
was  approached  for  entrance  to 
the  Army  Prep  School.  Brown 
says,  “Pm  glad  that  it  happened 
to  me.  The  four  years  of  college 
at  West  Point  will  assist  me  in 
making  up  my  mind  as  to 
which  direction  I will  really 
want  to  take.  My  mother  thinks 
that  I am  in  the  right  place.” 

A rappel  for 
charity 

Story  and  photo  by  T.  Martin 
Barnes 

■Most  men  wake  up  on 
Father’s  Day  to  breakfast  in 
bed,  to  screams  of  their  little 
ones  jumping  on  the  bed,  or  just 
a quiet  day  that  might  include  a 
trip  to  the  park  or  just  hanging 
out  with  the  family. 

This  past  Father’s  Day,  June 
18,  SFC  Ken  Fuller  went  to  the 
Royal  Gorge  Bridge,  just  outside 
Canon  City,  Colo.  Royal  Gorge 
is  the  world’s  tallest  suspension 
bridge,  1,053  feet  high.  Fuller 
didn’t  go  there  to  sightsee,  as 
people  from  all  over  the  world 
do.  He  went  there  with  the  in- 
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tention  of  setting  what  he 
believes  is  the  world’s  record  for 
the  longest  free  rappel.  Fuller  is 
a USAR.  recruiter  at  the  Denver 
Recruiting  Battalion,  assigned  to 
the  Greeley,  Colo.,  Recruiting 
Station. 

“This  is  a first,”  said  Fuller.  “I 
don’t  know  of  anything  like  this 
being  done  off  of  this  bridge 
before.  There  have  been  bungee 
cord  jumpers,  ski  divers,  but 
never  a free  rappel.” 

The  Guiness  Record  Book  is 
not  the  reason  Fuller  made  the 
record-breaking  rappel.  The 
charities  that  will  benefit  from 
Fuller’s  daring  feat  are  The  Mile 
Hi  Chapter  of  the  American  Red 
Cross  and  American  Rivers,  an 
organization  that  protects  rivers 
from  environmental  degradation. 

Fuller’s  year-long  planning  im- 
plemented to  ensure  a successful 
event  paid  off.  The  event  was  a 
success.  Fuller’s  daring  descent 
into  the  Royal  Gorge  canyon 
provided  him  — and  the 
hundreds  of  spectators  who 
cheered  him  on — with  a 
Father’s  Day  he’s  not  likely  to 
soon  forget. 


SFC  Ken  Fuller  starts  his  descent  from 
the  Royal  Gorge  Bridge. 


Field  Files 


Larry  Jones,  New  Orleans  Battalion 
education  specialist,  accepts  the 
Ambassador  Award  from  Larry  Rabalais, 
director,  Louisiana  State  Vocational 
Industrial  Clubs  of  America. 


Education 

specialist 

spearheads 

vo-tech 

involvement 


Story  and  photo  by  Vickie  H. 
Martinson,  New  Orleans 
Battalion  A&.PA 

■ At  a recent  ceremony  open- 
ing the  Louisiana  Skills  USA 
Championship,  LTC  Thomas  L. 
Polmateer,  New  Orleans  Bat- 
talion commander,  spoke  to 
state  vo-tech  educators,  busi- 
ness leaders,  and  officials  of  the 
Vocational  Industrial  Clubs  of 
America  (VI CA). 

VI CA  is  a nationwide  or- 
ganization that  serves  secon- 
dary and  post-secondary 
students  entering  trade,  in- 
dustrial, technical,  and  health 
occupations.  Club  activities  link 
students,  educators,  business, 
organized  labor,  and  govern- 
ment at  local,  state,  and  nation- 


al levels. 

“America’s  Army  depends 
upon  people  in  this  room  be- 
cause we  rely  on  you  for  skill 
training,”  said  Polmateer,  in  his 
opening  remarks  before  the 
group,  as  he  stood  near  the 
Recruiting  Support  Battalion’s 
Cinema  Pod. 

“Your  sons  and  daughters  are 
this  country’s  precious  resource. 
We’re  here  because  we’re 
hiring.  Look  at  us  as  a spring- 
board to  job  opportunities,"  he 
said. 

Battalion  education 
specialist,  Larry  Jones,  spear- 
heads the  recruiting  command’s 
involvement  in  Louisiana’s  vo- 
tech  market.  Through  his  initia- 
tives at  the  state  level,  he’s 
managed  to  enhance  recruiting 
opportunities  in  Louisiana’s 
vocational  technical  institutes. 

“Our  participation  in  today’s 
event  has  magnified  the  Army’s 
presence  in  the  vo-tech  arena,” 
said  Jones.  Jones  scheduled  a 
center  of  influence  breakfast 
prior  to  the  commander’s 
presentation  and  ribbon  cut- 


ting, opening  the  13th  Annual 
Louisiana  Skills  USA  Cham- 
pionship. 

VI CA  students  from  all  over 
the  state  gathered  at  Lafayette 
Regional  Vocational-Technical 
Institute,  Lafayette,  La.,  for  the 
annual  competition.  They  are 
tested  in  their  occupational 
specialty  and  judged  by  con- 
ference members.  Awards  are 
presented  to  the  first,  second; 
and  third  place  winners. 

That  evening,  the  award 
ceremonies  opened  with  a 
colorguard  provided  by 
Lafayette  recruiters.  Jones  was 
recognized  as  a Louisiana  VICA 
Ambassador  for  his  outstanding 
and  dedicated  support  of 
Louisiana  VICA  1994-1995. 

“I  have  someone  here  inter- 
ested in  the  Army’s  medical 
specialist  field,”  said  Ward 
Nash,  director  Avoyelles  Vo- 
Tech,  to  Jones.  Jones  gladly 
escorted  the  young  women  to 
Polmateer’s  table. 


SSG  Clifton  Magwood  and  SFC  Betty  Wright  (center)  Join  colleagues  SFC  Christopher 
Rollins  (left)  and  SFC  Darin  Randall  (right)  also  from  the  Florida  Avenue  Recruiting  Sta- 
tion , celebrating  after  receiving  their  recruiter  rings.  (Photo  by  Glenna  Linville) 
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Life  Signs 


by  Mickey  Gattis  and  AnnMarie  Claycamp, 
USAREC  Safety  Office 

Recruiters  are  briefed  on  the  importance 
of  safety  on  a continuous  basis,  but 
how  often  are  children  reminded?  Children 
are  born  with  a sense  of  touch,  taste,  smell, 
hearing  and  sight,  but  not  with  a sense  of 
danger.  Motor- vehicle  accidents  are  the 
leading  cause  of  death  for  children.  Auto 
accidents  kill  and  cripple  more  children 
than  any  disease.  Each  year,  approxi- 
mately 1,700  motor-vehicle  occupants  aged 
up  to  14  are  killed,  and  more  than  17,240 
are  injured,  according  to  the  US  Depart- 
ment of  Health  and  Human  Services.  Now 
is  the  time  of  year  for  summer  fun  to  end 
and  the  school  year  to  begin.  Children  will 
be  using  different  types  of  transportation 
to  arrive  at  school,  such  as  walking,  taking 
the  school  bus  and  riding  in  a parent’s  car. 
Parents  are  encouraged  to  teach  young  chil- 
dren simple  safety  rules. 

TRAFFIC  SAFETY 

Pedestrian  accidents  are  as  much  of  a threat  to 
a child’s  growth  as  poor  nutrition.  Small  children 
are  particularly  vulnerable  to  traffic  accidents 
and  must  be  taught  traffic  safety: 

■ Walk  on  sidewalks,  if  provided. 

■ Walk  on  the  left  side  of  the  road,  facing 
traffic. 

■ Obey  traffic  signals. 

■ Ask  a parent  which  streets  are  safe 
to  cross. 

■ Cross  at  the  corner  when  possible. 

■ Look  both  ways  before  crossing. 

■ Look  out  for  cars  backing  out  of  driveways 
and  parking  lot  spaces. 


On  the  road  again 


Very  young  children  should  never  cross  the 
street  alone.  Tell  pre-schoolers  to  find  an  older 
sibling  or  an  adult  to  take  them  across  the  street. 
Another  way  to  reduce  the  number  of  child- pedes- 
trian accidents  is  for  drivers  to  drive  defensively 
in  areas  where  there  are  children.  Follow  the 
speed  limits  around  schools,  parks  and  residential 
areas.  Remember,  small  children  are  short  and 
they  can’t  see  over  cars  as  an  adult  can. 

SCHOOL-BUS  SAFETY 

Bus-related  injuries  happen  most  often  when 
children  get  on  or  off.  Recruiters  should  urge  their 
children  to  follow  these  rules: 

■ Wait  for  the  bus  on  the  sidewalk,  not  in  the 
street. 

■ Cross  in  front  of  the  bus  and  make  sure  the 
drivers  of  the  bus  and  other  cars  can  see  you 
before  you  cross. 

■ Sit  quietly  on  the  bus.  Don’t  distract  the 
driver  and  always  face  forward. 

■ Keep  your  head  and  arms  inside  the  bus  at 
all  times. 

AUTOMOBILE  SAFETY 

Most  kids  get  hurt  during  the  day  with  a parent 
at  the  wheel.  Each  year,  hundreds  of  young  lives 
could  be  saved  and  thousands  of  injuries  pre- 
vented or  reduced  in  severity  if  children  were 
properly  protected  in  cars: 

■ Always  secure  your  child  in  an  approved 
safety  seat,  then  secure  yourself  with  a seat 
belt. 

■ Don’t  start  the  car  until  all  belts  are  fas- 
tened. 

■ Never  hold  a child  in  your  lap  or  arms  while 
driving  or  riding  in  a car.  In  a crash,  you 
could  crush  the  child  you’re  trying  to  protect. 

■ Never  drive  while  a child  is  standing  up. 

■ A sudden  stop  can  throw  a child  against  the 
windshield,  door  or  window. 
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Family  Services  Coordinators: 
The  Next  Generation 


USAREC 


r\ 


by  Marty  Skulas 

USAREC  Soldier! Family  Assistance 


These  are  the  voyages  of  the  USS  USAREC 
whose  continuing  mission  is  to  seek  out  new 
applicants,  enlist  them,  to  boldly  go  where  the 
market  is.  . . . About  three  years  ago,  USAREC 
began  a enterprising  undertaking:  providing 
soldier  and  family  assistance  using  full  time 
Family  Services  Coordinators  (FSCs)  located  at 
battalions. 

Prior  to  this  time,  USAREC's  finest  were  sup- 
ported only  by  installation  Army  Community 
Services  (ACS)  staffs  who  were  unable  to  come 
to  USAREC  battalions  and  companies. 

Klingon  . . . uh,  that  is,  clinging  to  this  old 
way  of  doing  business  was  honorable  but  it  did 
not  provide  support  to  those  who  needed  it 
most — USAREC  soldiers  and  families  away 
from  the  installation  support  systems.  Battal- 
ion FSCs  came  to  USAREC  with  a wide  variety 
of  training  and  levels  of  experience.  Some  had 
served  in  ACS  Centers  while  others  were  Army 
retirees.  Still  others  had  no  previous  Army  expe- 
rience. All  were  eager  to  prove  their  worth, 
which  was  eminently  logical. 

Initially,  commanders  didn't  really  have  a 
good  idea  of  how  to  use  the  talents  of  the  FSCs 
but  through  information  papers,  training  at 
annual  leaders’  conferences,  and  experience, 
the  FSC  program  began  to  take  shape.  Soon 
though,  USAREC  commanders  became  the 
greatest  advocates  for  the  FSCs,  telling  incom- 
ing commanders  attending  the  pre-command 
course  of  the  value  added  by  this  newest  mem- 
ber of  their  battalion  staff.  There  was  much 
profit  in  the  new  programs. 

Time  shift  forward  to  1995  where  the  capabili- 
ties of  the  battalion  FSCs  had  outgrown  the 
Soldier  /Family  Assistance  Branch's  ability  to 
support  them.  (‘‘Captain,  she  canna'  take  much 
more!") 


New  mission  requirements  called  for  new  job 
descriptions  for  the  battalion  FSCs.  The  com- 
plexities of  new  programs  such  as  Relocation 
Assistance  Program  (RAP),  Army  Family  Advo- 
cacy Program  (FAP)  and  Nonappropriated  Fund 
(NAF)  management  made  it  clear  that  brigade- 
level  FSCs  were  an  absolute  necessity  if  the 
programs  were  to  live  long  and  prosper. 

Diane  Magrane  became  the  first  full-time  bri- 
gade FSC  at  the  3d  Recruiting  Brigade,  followed 
by  Michelle  Satterlund  at  the  1st,  Carolyn 
Marks  at  the  2d,  Judith  Canady  at  the  5th,  and 
Christie  Morgan  covering  the  command's  west- 
ern flank  at  the  6th.  Already  the  new  brigade 
FSCs  have  completed  Army  Family  Team  Build- 
ing Training  and  have  assumed  control  of  the 
brigade  Family  Advocacy  Program  from  the 
chaplains. Brigade  FSCs  will  now  give  brigade 
commanders  a valuable  staff  link  between  the 
battalion  programs  and  USAREC  headquarters. 

New  resources,  equipment,  and  training  will 
be  provided  to  expand  the  capabilities  of  FSCs 
at  both  levels  to  support  volunteer  programs, 
inform  the  commanders  of  exceptional  family 
member  needs,  and  to  prepare  soldiers  and 
families  for  their  next  permanent  change  of 
stationmove. 

Perhaps  the  most  serious  challenge  to  be 
faced  by  the  brigade  FSCs  is  coordinating  the 
medical  support  provided  to  soldiers  and  family 
members.  In  many  areas,  physicians  are  unwill- 
ing to  take  CHAMPUS  ("Blast  it,  I'm  a doctor, 
not  an  accountant!")  and  payment  of  direct 
care  bills  for  active  duty  soldiers  seem  to  dis- 
appear into  black  holes. 

This  will,  indeed,  be  a continuing  mission. 

The  coordinates  are  set  and  the  course  is  laid 
in.  The  new  brigade  FSCs  must  proceed  at 
warp  speed  to  provide  quality  support  to  the 
finest  recruiting  force  in  this  quadrant. 


The  Army  Family  Symposium  was  held 
in  Dallas,  July  24-28.  See  the  September 
Recruiter  Journal  for  a full  report  on  the 
symposium. 
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The  Test 


1.  Parental  consent  for  applicants  who  have  not  reached 
their  18th  birthday  may  not  be  obtained  more  than 
days  prior  to  1 7th  birthdate. 

a.  3 

b.  7 

c.  10 

d.  30 

2 An  applicant  wishes  to  enlist  into  the  Regular  Army 
ind  possesses  an  Alternate  High  School  credential  (Re- 
quest Code  VOCT).  This  applicant  is  qualified  provided 
he  has  completed  11  years  of  regular  day  school  and 
has  had  a certificate  awarded  for  attending  a non-corre- 
spondence vocational,  technical,  or  proprietary  school 
for  at  least months. 

a.  6 

b.  9 

c.  12 

d.  18 

3.  Today’s  date  is  1 July  1995.  Applicant  was  convicted 

for  2 DWIs,  the  first  on  24  December  1993  and  the  sec- 
ond on  31  December  1994.  Based  on  this  information,  ap- 
plicant is . 

a.  qualified  for  enlistment 

b.  disqualified,  felony  waiver  considered 

c.  disqualified,  misdemeanor  waiver  considered 

d.  disqualified,  no  waiver  considered 

4.  Hospitals  are  to  be  categorized  by  the  nurse  recruit- 

ing station  commander  into  three  priorities  based  on  ac- 
tual market  data.  Priority  1 hospitals  consist  of  those 
having beds. 

a.  less  than  1 00 

b.  250 

C.  250  to  499 
d.  500  or  more 

5.  Nursing  state  board  lists  need  not  be  transferred  to 
USAREC  FM  539  until  refinement  and  initial  contact  has 
been  accomplished. 

a.  true 

b.  false 

6.  ANC  applicants  must  be  congratulated  within 
of  selection  board  results  getting  released. 

a.  24  hours 

b.  72  hours 

c.  1 week 

d.  2 weeks 

7.  USAREC  Form  539  will  be  prioritized  into  four  priori- 
ties. What  priority  are  individuals  on  the  list  who  are 
identified  as  not  qualified  for  enlistment  by  virtue  of  cur- 
rent DEP  constraints? 

a.  Priority  1 


b.  Priority  2 

c.  Priority  3 

d.  Priority  4 

8.  USAREC  Fm will  be  used  to  help  recruit- 

ers track  the  total  involvement  of  the  COI  and  VIP  in  the 
recruiting  effort. 

a.  200c 

b.  200d 
C.  539 
d.  988 

9.  What  regulation  governs  the  misuse  of  government 
credit  and/or  charge  cards? 

a.  USAREC  Reg  600-25 

b.  USAREC  Reg  601 -45 

c.  USAREC  Reg  350-6 

d.  USAREC  Reg  350-7 

10.  DD  Forms  370  are  valid  for . 

a.  3 months 

b.  6 months 

c.  9 months 

d.  12  months 

11.  Which  hand  grenade  is  considered  your  best  all- 
round choice? 

a.  Ml  8 

b.  M34 
C.  M67 

d.  ABC-M25A2 

12.  The  M18A1  Claymore  Mine  is  most  effective  when 

employed  against  targets in  front  of  it. 

a.  10 -20  meters 

b.  20 -30  meters 

c.  40  -50  meters 

d.  50-  100  meters 

13.  When  moving  under  direct  fire,  you  should  use  the 

low  crawl  when . 

a.  you  must  cross  open  areas 

b.  the  route  you  have  selected  provides  cover  and  conceal- 
ment 

c.  time  is  critical 

d.  visibility  provides  the  enemy  good  observation 

14.  Which  statement  is  incorrect  for  identifying  im- 
properly camouflaged  personnel,  equipment,  and  posi- 
tion? 

a.  Camouflage  or  foliage  that  does  not  match 

b.  Living  foliage 

c.  Bright  colors  or  reflections  that  should  be  subdued 

d.  Overclearing  of  fields  of  fire  and  observation 

(The  answers  to  this  month’s  Test  can  be  found  on  the 
inside  back  cover.) 
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Success  in  the  student  market 

— Teamwork  makes  the  difference 


The  importance  of  the 
in-school  market  to 
USAREC ’s  success  cannot  be 
overstated.  Because  of  its  im- 
portance, it  is  essential  that  you 
get  off  to  a good  start  in  the  stu- 
dent market. 

The  Reserve  recruiter  should 
begin  constructing  the  new 
junior  Lead  Refinement  List 
(LRL)  as  soon  as  possible  after 
high  school  graduation.  This  will 
give  the  recruiter  plenty  of  lead 
time  in  order  to  make  construction 
and  contact  milestones  by  October 
31. 

The  Armed  Forces  Vocational 
Aptitude  Battery  (ASVAB)  is  an 
important  tool  in  the  student  mar- 
ket. The  immediate  benefit  is  to 
qualify  the  Currently  In  High 
School  (CIHS)  market  by  provid- 
ing the  recruiter  with  student  test 
scores  and  birth  dates,  which  are 
needed  to  efficiently  work  the 
CIHS  market. 

A mandatory  test  of  the  junior 
class  early  in  the  school  year  is 
very  beneficial  to  the  recruiting 
station’s  long-term  success.  As  a 
second  benefit,  the  mandatory  ju- 
nior ASVAB  provides  the  neces- 
sary information  on  each  student 
to  support  the  construction  of  the 
junior  LRL. 

Additionally,  when  an  Army 
Reserve  recruiter  contacts  the  ju- 
nior class,  that  Reserve  recruiter 
gives  the  Army  Reserve  a “first 
to  contact,  first  to  contract”  ad- 
vantage over  the  other  branches. 
The  junior  LRL  soon  becomes  the 
station’s  senior  LRL  and,  with 
complete  and  accurate  annota- 
tions, will  focus  senior  work  effort 
more  productively. 


The  referral  requirement  in 
USAREC  Regulation  600-22,  para 
5a  and  b,  is  in  keeping  with  the 
spirit  of  teamwork  and  the  notion 
that  the  USAR  is  best  served 
when  the  prospect’s  needs  are 
best  served.  Referrals  should  flow 
back  and  forth  freely  between  ac- 
tive and  Reserve  recruiters.  This 
free  flow  of  referrals  depends 
heavily  on  the  trust,  co-operation, 
and  positive  leadership  within  the 
station. 

It  is  understood  that  mission  is 
the  primary  driving  force  behind 
what  type  of  prospecting  will  be 
done  and  in  what  markets.  How- 
ever, some  additional  consider- 
ation should  be:  covering  the 
whole  market,  contact  to  contract 
time,  contact  milestones,  and 
Reserve-unique  markets.  Some 
examples  of  Reserve-unique 
markets  would  be: 

■ The  CIHS  market:  male  TSC 
I-IILA  (CMA)  and  female, 
TSC  I-IIIA  (CFA) 

■ Reserve  Officer  Training 
Corps  (ROTC)  Simultaneous 
Membership  Program  (SMP) 

■ Individual  Ready  Reserve 
(IRR)  and  Individual  Mobili- 
zation Augmentee  (IMA) 
soldiers 

■ Transfers  from  the  National 
Guard 

■ Students  currently  enrolled 
in  college 

In  order  to  minimize  competi- 
tion between  the  Regular  Army 
and  USAR  recruiters  in  the  use  of 
LRLs,  the  station  commander 
should  develop  a prospecting  plan 
that  takes  into  consideration  differ- 
ent markets  and  the  time  of  year. 


Most  colleges  view  the  Army 
Reserve  as  an  asset.  It’s  another 
way  for  students  to  fund  their  edu- 
cation. Plan  to  use  all  of  your 
available  resources  to  include  the 
Active  Duty  for  Special  Work 
(ADSW)  program,  junior  and  se- 
nior ROTC  units,  and  the  battalion 
education  specialist. 

ADSW  participants  can  be  used 
for  a variety  of  lead-generating 
activities.  The  scope  of  their  activi- 
ties is  listed  in  USAREC/USARC 
Regulation  601-72,  para  2-2,  in 
the  Station  Operations  UPDATE. 
Use  high  school  and  college 
ROTC  programs  to  generate  re- 
ferrals, access  student  lists,  and 
meet  key  faculty  and  staff.  The 
use  of  ADSW,  ROTC  programs, 
and  the  battalion  education 
specialist  is  limited  only  by  your 
imagination. 

A station  commander  who  thor- 
oughly understands  all  the  mar- 
kets within  the  station  zone,  their 
availability,  and  limitatioas  can 
maximize  efficient  penetration  of 
all  available  markets. 

As  the  end  of  summer  ap- 
proaches, prepare  yourself  by 
planning  your  back-to-school 
strategy.  The  impression  you 
leave  on  your  initial  contact  with 
colleges  and  high  schools  will  last 
the  entire  school  year. 

If  you  understand  your  markets, 
work  as  a team,  plan  your  ap- 
proach, and  use  all  available  re- 
sources, the  next  school  year  can 
be  your  best  yet. 


Any  questions  concerning  infor- 
mation in  this  USAR  News  should 
be  directed  to  your  battalion  USAR 
Operations  section. 
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Success  2000 


The  following  is  a list  by 
battalion  of  the  first 
OPSC/LPSC  to  achieve 
mission  box  in  RSM  June. 

1st  Brigade 

ALBANY 

LPSC  - Waterbury  RS 
OPSC  - Fuerth  RS 

BALTIMORE 

LPSC  - Hyattsville  RS 
OPSC  - Conkling  Street  RS 
NEW  ENGLAND 
LPSC  - Auburn  RS 
OPSC  - Presque  Isle  RS 
OPSC  - Rochester  RS 

HARRISBURG 

LPSC  - Bloomsburg  RS 
OPSC  - Carlisle  RS 

NEW  YORK 

LPSC  - Hackensack  RS 
OPSC  - Huntington  RS 

PHILADELPHIA 

LPSC  - Dover  RS 
OPSC  - Brownsmills  RS 

PITTSBURGH 

LPSC  - Wheeling  RS 
OPSC  - Carnegie  RS 
SYRACUSE 
LPSC  - Herkimer  RS 
OPSC  - New  Hartford  (Utica) 

BECKLEY 

LPSC  - S.  Charleston  RS 
OPSC  - Chesterfield  RS 

2d  Brigade 

ATLANTA 

LPSC  - Columbus  North  RS 
OPSC  - Milledgeville  RS 

COLUMBIA 

LPSC  - Charleston  Downtown 
OPSC  - Orangeburg  RS 
JACKSONVILLE 
LPCS  - Jacksonville  West  RS 
OPSC  - Tifton  RS 

MIAMI 

LPSC  - Mayaguez  RS 


OPSC  - Arecibo  RS 
MONTGOMERY 
LPSC  - Millbrook  RS 
OPSC  - Birmingham  RS 

NASHVILLE 

LPSC  - Lexington  East  RS 
OPSC  - Morehead  RS 

RALEIGH 

LPSC  - Fayetteville  RS 
OPSC  - Mount  Airy  RS 

TAMPA 

LPSC  - Leesburg  RS 
OPSC  - Sebring  RS 

JACKSON 

LPSC  - Ocean  Springs  RS 
OPSC  - Greenville  RS 

3d  Brigade 

CHICAGO 

LPSC  - Joliet  RS 
OPSC  - Freeport  RS 

CLEVELAND 

LPSC  - Medina  RS 
OPSC  - Ashtabula  RS 

COLUMBUS 

LPSC  - Columbus  East  RS 
OPSC  - Findlay  RS 
INDIANAPOLIS 
LPSC  - Bloomington  RS 
OPSC  - Vincennes  RS 

GREAT  LAKES 

LPSC  - Waterford  RS 
OPSC  - Alpena  RS 

MILWAUKEE 

LPSC  - Escanaba  RS 

MINNEAPOLIS 

LPSC  - Fargo  RS 
OPSC  - Dickenson  RS 

5th  Brigade 

DALLAS 

LPSC  - Hurst  RS 
OPSC  - Sherman  RS 

HOUSTON 

LPSC  - River  Oaks  RS 
OPSC  - Lake  Jackson  RS 

KANSAS  CITY 

LPSC  - Seminole  RS 


OPSC  - Ava  RS 
NEW  ORLEANS 

LPSC  - Shreveport  South  RS 
OPSC  - Gonzales  RS 

OKLAHOMA  CITY 

LPSC  - Tulsa  East  RS 
LPSC  - Norman  RS 
OPSC  - Mountain  Home  RS 

SAN  ANTONIO 

LPSC  - El  Paso  North  RS 
OPSC  - Silver  City  RS 

DES  MOINES 

LPSC  - Lincoln  East  RS 
OPSC  - Nebraska  CITY  RS 
ST.  LOUIS 
LPSC  - Florissant  RS 
OPSC  - Macomb  RS 

6th  Brigade 

DENVER 

LPSC  - Aurora  RS 
OPSC  - Laramie  RS 
LOS  ANGELES 
LPSC  - Hollywood  RS 
OPSC  - Rowland  Heights  RS 

PHOENIX 

LPSC  - Sierra  Vista  RS 
OPSC  - Hobbs  RS 

PORTLAND 

LPSC  - Guam  RS 
OPSC  - Klamath  RS 

SACREMENTO 

LPSC  - Santa  Rosa  RS 
OPSC  - Manteca  RS 

SALT  LAKE  CITY 

LPSC  - Kearns  RS 
LPSC  - Missoula  RS 
OPSC  - Cedar  City  RS 

SANTA  ANA 

LPSC  - Chula  Vista  RS 
OPSC  - Mira  Mesa  RS 

SEATTLE 

LPSC  - Anchorage  South  RS 
OPSC  - Moscow  RS 


POC  is  SFC  Ayers,  Recruiting 
Operations,  (502)  626-0470. 
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Salutes 


ALBANY 

SFC  Jay  Wilson 
SSG  George  Webb 
SSG  Dewey  Jones 

ATLANTA 

SSG  Derrick  Taylor 
SGT  Bruce  Whitehead 
SSG  Ralph  Tiesler 

BALTIMORE 

SGT  Michael  Feiveson 
SSG  Ronald  Iverson 
SSG  Joseph  Johnson 
SSG  Steven  Preputnik 
SSG  Calvin  Franklin 

BECKLEY 

SSG  Christopher  Brett 
SSG  Mark  Humphrey 

CHICAGO 

SFC  Dwayne  Sherman 
SSG  Donald  Watkins 
SSG  Renaldo  Cade 

CLEVELAND 

SFC  Gregory  Scott 
SGT  Bridget  Schreiber 
SFC  Craig  Rose 
SSG  William  Haines 
SFC  Jerry  Brown 
SGT  Jeffery  Gilmour 
SSG  Darryl  Stewart 

COLUMBIA 

SSG  Stuart  White 
SSG  Ray  Belk 

DALLAS 

SSG  Michael  Lawler 

DES  MOINES 

SGT  Steven  Anderson 
SSG  Kevin  Dougherty 

GREAT  LAKES 

SGT  Edwin  Smith 
SFC  Terrence  Grodi 
SSG  Gary  Chandler 
SSG  Harry  Stevens 
SGT  Kerry  Harris 
SGT  Darren  Turner 
SSG  Scott  Cox 


Gold  Badges 


HARRISBURG 

SGT  Ralph  Rusch 
SFC  Deborah  Jones 
SSG  Barry  Turner 
SGT  Jack  Vangorder 
SFC  Franklin  Frey 

HOUSTON 

SSG  Antonio  Tyler 
SGT  Larry  Luden 
SSG  Thomas  Gibson 

INDIANAPOLIS 

SSG  William  Arnold 
SSG  Kevin  Grochow 
SFC  Randall  McDonald 

JACKSON 

SSG  Raymond  Williams 

JACKSONVILLE 

SSG  John  Vaughan 
SSG  Brian  Hanley 
SSG  Willis  Council 
SSG  William  Giesey 

LOS  ANGELES 

SGT  Ronald  Grant 
SFC  Yong  Fox 
SFC  Harold  Lee 
SSG  C.  McCann 

MIAMI 

SFC  Roberto  Sierra 

MILWAUKEE 

SFC  Dwayne  Hamer 
SGT  Timothy  Bebus 
SSG  Anthony  Fisher 

MINNEAPOLIS 

SSG  Jeremy  Kasten 
SGT  James  Schreiner 
SSG  Corey  Sanders 
SFC  Laurence  Hart 
SSG  Tracy  Chesser 

MONTGOMERY 

SSG  Benjamin  Wiley 

NASHVILLE 

SSG  Harrell  Futrell 

NEW  ENGLAND 

SSG  John  Longo 

NEW  ORLEANS 

SSG  Bryan  Hunlock 
SSG  Steven  Adams 
SSG  Daniel  Moore 
SSG  Matthew  Nagel 
SSG  Isaiah  Grace 

NEW  YORK  CITY 

SGT  Richard  Carothers 
SSG  Michael  Conley 
SSG  Willie  Griffin 
SSG  Dexter  Ferdinand 
SSG  Eric  Barnes 
SGT  Paul  Stehlik 


SSG  Milton  Vila 
SSG  Robert  Smith 

OKLAHOMA  CITY 

SGT  Frederick  Lamb 
SSG  Allen  Upton 
SGT  Allan  Connolly 
SGT  Curtis  Brockman 
SSG  Michael  Farino 
SSG  Stephen  Bender 
SSG  Samuel  Price 
SGT  Kevin  Holmes 
SSG  Everett  Butcher 
SSG  David  Wade 
SSG  Shawn  Stephens 
SSG  Kenneth  Walker 
SSG  Steven  Eldridge 

PHILADELPHIA 

SFC  Robin  Erickson 
SGT  Gregory  Brown 
SSG  Marco  Williams 
SSG  Lawrence  Pleasants 
SGT  Donald  Allen 
SFC  Timothy  Gardner 
SSG  Charles  Green 
SSG  John  Lough 
SSG  George  Wall 
SSG  James  Johnson 

PITTSBURGH 

SSG  Everett  Propst 
SFC  Steven  George 
SGT  David  Graves 
SSG  William  Lanham 
SGT  Kimberly  Malacarne 

PHOENIX 

SSG  Kenneth  Gemlich 
SGT  Barry  Laughery 
SGT  Michael  Yee 
SGT  Timothy  Beeman 
SSG  Jerry  Tillison 

RALEIGH 

SGT  Jeff  Romage 

SALT  LAKE  CITY 

SSG  Danny  Cagle 
SGT  Jack  McIntyre 
SFC  Allan  Lindsay 
SSG  Michael  Nelson 
SGT  Larry  Collins 
SGT  John  Lawson 
SGT  Darren  Longmore 

SAN  ANTONIO 

SGT  Leema  Cortez 
SGT  Edwin  Smith 
SFC  David  Lingquist 
SSG  Frederick  Matchem 
SSG  Shirley  Conquest 
SSG  Tracy  Gomez 
SFC  Eric  Harris 


SFC  Cecar  Collazo 
SSG  Christopher  Kwader 
SSG  Jose  Perez 
SSG  Hector  Rosario 
SSG  Charles  Meno 
SSG  Arthur  Hawkins 

SANTA  ANA 

SGT  Ronaldo  Redondo 
SSG  Terry  Anderson 
SSG  George  Vasquez 
SSG  Robert  Hanson 
SSG  Julian  Lozano 
SSG  Raul  Uorente 
SSG  Charles  Atwell 
SSG  G.  Sepulveda 
SSG  Robert  Michael 
SSG  E.  Ruiz-Gonzalez 
SGT  Jeffrey  Miles 
SSG  Jerry  Cook 
SGT  Stephen  Chanona 
SGT  William  Hazard 
SSG  Jay  Bartholomew 
SGT  Todd  Johnson 
SSG  Adrian  Feller 
SSG  Robert  McBane 
SSG  Charles  McClurg 

SEATTLE 

SGT  Lynn  Shannon 
SGT  Martin  Gaston 
SFC  John  Brooks 
SSG  Gary  Thompson 
SSG  Berry  Schnaitman 
SFC  Scott  Vogel 
SSG  April  McClain 
SSG  Allan  Maxwell 
SSG  Jeffrey  Covey 

ST.  LOUIS 

SGT  Douglas  Huffmaster 

TAMPA 

SGT  Benjamin  Welch 
SSG  Ashton  Davis 
SSG  V.  Nieves- Pastrana 
SGT  Stephen  Lyons 


August  1995 
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Rings 

ALBANY 

SFC  Lawrence  Brown 
ATLANTA 
SFC  Holly  Mills 


SSG  Richard  Coffin 
NASHVILLE 
SFC  Thomas  Davis 
SSG  Marc  Wahler 

NEW  ORLEANS 

SFC  Nancy  Shepard 
SFC  Samuel  Tillman 

NEW  YORK  CITY 


RALEIGH 

SSG  Edward  Wilson 
SSG  Roderick  Shaw 
SSG  Michael  Edward 
SFC  Jackie  Davis 
SFC  Wesley  Jung 
SFC  Danny  Storie 
SFC  Thomas  Crowshaw 
SFC  Barbara  Groves 
SFC  Curtis  Ingram 


BALTIMORE 
SSG  Charles  Dossett 
SFC  Homer  Dixon 
SSG  Clarence  Grant 
SFC  Michael  Stubbs 

CLEVELAND 

SSG  Jery  Zambounis 

COLUMBIA 

SFC  Michael  Smart 

DENVER 

SFC  Cindy  Misner 
GREAT  LAKES 
SFC  Kenneth  Potrykus 
SSG  Ronald  Heatley 

HARRISBURG 

SSG  James  Robinson 


SSG  Mark  Rivera 
SSG  Ronnie  Perry 
SFC  Ricky  Jackson 
SSG  Noel  Osborne 
SFC  David  Silva 


SALT  LAKE  CITY 

SFC  Gregory  Bruni 
SSG  Lester  Digou 
SGT  Michael  Luecht 
SSG  Mark  Hanna 
SFC  Deborah  Konecny 
SSG  Steven  Beutler 


HOUSTON 

MSG  Joseph  Sadowski 
JACKSONVILLE 
SGT  Christian  Whalen 
SSG  Danny  Brown 

KANSAS  CITY 

SSG  Jon  Bradshaw 
SSG  Robert  Gresham 

LOS  ANGELES 

1SG  Ronnie  Phillips 

MINNEAPOLIS 

SFC  Steven  Thompson 

MONTGOMERY 

SFC  Eric  Christian 
SSG  John  Billiot 


SFC  James  Bulger 
SSG  Matthew  Mayo 
SSG  Glenroy  Christie 
SSG  Anibal  Cruz-Perez 
SFC  Rose  Bowman 

PHILADELPHIA 

SFC  Alton  Banks 
SFC  Kenneth  Dooley 
SFC  James  Fortuna 
SFC  Steven  Lawrence 

PHOENIX 

MSG  Arthur  Dullinger 
SFC  John  Padilla 
SSG  David  Marstellar 

PORTLAND 

SFC  David  Mindolovich 


SANTA  ANA 

SSG  Teodorico  R.  Campos 
SSG  Walter  McAllister 

SEATTLE 

SGT  Elijah  Mobley 
SSG  Michael  Larson 
SFC  Chris  Carroll 
SSG  Kurt  Schreiber 
SFC  Michael  McDonnell 
SSG  Leslie  Bikki 
TAMPA 

SSG  Jeffery  Ellington 
SFC  Charles  Paul 
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SEPTEMBER 
Cinema  Vans 

GREAT  LAKES,  25  Sept 
HARRISBURG,  21  Sept  - 25  Sept 
INDIANAPOLIS,  18  Sept  - 25  Sept 
JACKSON,  1 8 Sept  - 25  Sept 
PHILADELPHIA,  18-25  Sept 
SAN  ANTONIO,  18-25  Sept 
SYRACUSE,  18 -25  Sept 

Cinema  Pods 

COLUMBUS,  1 8 Sept  - 25  Sept 
DALLAS,  25  Sept 
DES  MOINES,  18  Sept  - 25  Sept 
HARRISBURG,  1 8 Sept  - 25  Sept 
INDIANAPOLIS,  1 8 Sept  - 25  Sept 


NASHVILLE,  25  Sept 
SEATTLE,  25  Sept 
ST.  LOUIS,  25  Sept 

Army  Adventure 

CHICAGO,  26  Sept  - 29  Sept 
FT  KNOX,  11  Sept  - 13  Sept 
NASHVILLE,  1 6 Sept  - 1 7 Sept 

OCTOBER 
Cinema  Van 

ALBANY,  10  Oct  - 18  Oct 
BECKLEY,  2 Oct  - 7 Oct 
CHICAGO,  24  Oct  - 30  Oct 
CLEVELAND,  23  Oct  - 30  Oct 
COLUMBIA,  10  Oct -20  Oct 


DALLAS,  16  Oct -27  Oct 
GREAT  LAKES,  26  Sept  - 6 Oct 
HARRISBURG,  26  Sept  - 6 Oct 
HOUSTON,  3 Oct  - 13  Oct 
INDIANAPOLIS,  26  Sept  - 29  Sept 
JACKSON,  26  Sept  - 29  Sept 
MILWAUKEE,  9 Oct  - 20  Oct 
MONTGOMERY,  3 Oct  - 20  Oct 
NEW  ENGLAND,  23  Oct  - 30  Oct 
OKLAHOMA  CITY,  25-  30  Oct 
PHILADELPHIA,  26  sept  - 6 Oct 
PHOENIX,  4 oct  - 19  Oct 
PITTSBURG,  1 0 Oct  - 20  Oct 
SALT  LAKE  CITY,  23-30  Oct 
SAN  ANTONIO,  26-29  Sept 
SYRACUSE,  26  Sept  - 29  Sept 
TAMPA,  25  Oct  - 30  Oct 


Answers  to  the  Test 

l.b.AR  601-210,  para  2-3a(2)(a) 

8.  d,  USAREC  Reg  350-6,  Appendix  G,  para  G-1 

2.  a,  AR  601-210,  para  2-7c(2) 

9.  a,  USAREC  Reg  600-25,  para  2-11 

3.  d,  AR  601-210,  para  4-7a(2) 

10.  b,  USAREC  Reg  601-56,  Appendix  B,  para  B-4 

4.  d,  USAREC  Reg  350-6,  para  3-9b(1) 

1 1 . c,  STP  21  -1  -SMCT,  Task  071  -325-4407,  page  244 

5.  a,  USAREC  Reg  350-6,  para  3-1 5d 

12.  b,  STP  21-1 -SMCT,  Task  071-325-4425,  page  265 

6.  b,  USAREC  Reg  350-6,  para  6-4c 

13.  d,  STP  21-1 -SMCT,  Task  071-326-0502,  page  274 

7.  c,  USAREC  Reg  350-6,  Appendix  D,  para  c 

14.  b,  STP  21-1 -SMCT,  Task  071-331-0804,  page  330 
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